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= Hardware Store Business 





On a single job, you often find the 
need for three different kinds of 
insulation. Which leaves you out in 
left field if you only carry one or two. 

Carry all three types of Zonolite 
insulation and you’re ready for any 
job, whether it calls for one, two or 
three kinds of insulation. 


ZONOLITE WATER REPELLENT MA- 
SONRY FILL INSULATION .... just 
pour it into the cavities of brick or block 
walls. So low-cost it's an easy add-on for 
every masonry building in your area. 


dante 


ZONOLITE GLASS FIBER BLANKET 
INSULATION .. . aluminum vapor barrier 
on lightweight fiber-wool blanket. Various 
thicknesses and widths to meet all needs. 
Convenient ‘'Z-tab"” makes installation easy. 


ZONOLITE VERMICULITE INSULA- 
TION FILL... Easiest of all to install. Sim- 
ply pour between ceiling joists and level; 
no fancy installation problems or costs. 
Won't pack or rot. 


Zonolite is the best known name in insula- 
tion... that's why sales are easy to make. For 
information, contact your Zonolite Repre- 
sentative or write Zonolite Company today. 


ZONOLITE company 


135 South LaSalle Street, Chicago, Illinois 
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_SAW IT IN ACTION AT THE NRLDA SHOW IN SAN FRANCISCO: 


lumber 
units 
customized 
to match 


your 
fork-lift 
capacity! 
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LUMBER SYSTEM ? 


7 
7 
You sell random-lengths without repackaging a 


One more service from Southwest ! Take advantage of the No. 1 way to save lumber r 4 
handling costs in your yard. Lumber UNITIZED in the Southwest system gives o 
you practical footages in each package .. . with all pieces accurately tallied. , 4 
And you fill most customers’ orders by delivering clean, tip-top lumber to ? 

job site without breaking mill strap. Full details in handy wall chart. ? tence send “Naw wall chert 
Return coupon to nearest office, or see your Southwest representative. on SFI Unitized Lumber System” 


Southwest Forest 
Industries, Inc. 


Address 
City pane: Zone__ State 
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Marlite areas: Walls English Oak Random Planks, Yellow Planks, Blue Fleece Pattern. 














Every room in the home offers you 
more profit opportunities with Marlite Paneling 


Your opportunities for Marlite sales are limited only 
by the number of rooms in your prospects’ homes. 
From the basement recreation room to an attic 
bedroom, Marlite provides beautiful wash-and-wear 
walls that make housekeeping easier. 

Unlike many finishes that dull with age and dam- 
age through use, Marlite’s soilproof baked plastic 
finish shrugs off grease, stains, mars—even heat! 


Dirt just can’t penetrate its hard, dent-resistant sur- 
face. A once-over-lightly with a damp cloth keeps 
Marlite as bright and new-looking as the day it was 
installed. 

Get complete details on the complete Marlite 
“profit paneling” line from your wholesaler, or write 


Marlite Division of Masonite Corporation, Dept. 
141. Dover, Ohio. 


ie ® 
Marlite plastic-finished paneling 


ANOTHER QUALITY PRODUCT OF MASONITE*® RESEARCH 
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Cabinets Azure Blue Hi-Gloss, English Oak,, Counter tops Blue Fleece, 
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UPCOMING CONVENTION CALENDAR 


Jan. 19-21—West Virginia: Daniel Boone Hotel, 
Charleston. 

Jan. 21-23—Northeastern: Statler-Hilton, New York. 

Jan. 21-22—Southwestern: Municipal Auditorium, Kan- 
sas City (Mo.). . 

Jan. 29-Feb. 2—National Assn. of Home Builders: Mc- 

ormick Place, Chicago. 
Jan 31-Feb. 2—Middle Atlantic: Chalfonte-Haddon 


Hall, Atlantic City. 

Jan. 31-Feb. 2—Ohio: Veterans Memorial Bldg., Co- 
lumbus. 

Jan. 31-Feb. 3—Mountain States: Denver Hilton Hotel, 
Denver. 

ge aan Dakota: Coliseum, Sioux Falls (No ex- 
ibits 

Feb. 7-9—Carolina: Auditorium, Greenville (S.C.) 

ze. 7-9—Illinois: Sherman Hotel, Chicago. 

“— 8-9—Western Penna.: Penn-Sheraton Hotel, Pitts- 


urgh. 
Fen 8-11—Home Improvement Products Show: Colise- 
um, New York. 
Feb. 11-13—Western: Memorial Coliseum, Portland. 
Feb. 15-17—-Nebraska: Civic Auditorium, Omaha. 
Feb. 15-17—Virginia: Homestead Hotel, Hot Springs 
(No exhibits). 


“DSC” means Dealer Sales Control, a phrase coined by this 
magazine to focus attention on the most profitable business 
methods used today by dealers and wholesalers. It is one of 
the permanent management principles which guide the edi- 
tors in reporting and interpreting industry trends. 
Controlling the sale at dealer level can stem from land con- 
trol, prefabing, financing, Home Center stores, strong retail 
advertising, installation services, sales of new homes or re- 
modeling packages to builders or consumers. 

DSC means product brands and specifications controlled by 
the dealer. 


Building ye Merchandiser is published every other Monday by Vance 


Publishing Cor; 9 E. Monroe St., 


Chicago 3, Ill. Subscriptions: one year, U.S 


and Canada, re = issues) $8 for two years $10 for three years. Foreign, $20 for 


one year. Single current copy, 50¢. 


Back copies $1 except Buying and Product 


Data File which is $2. Entered as second class matter October 2, 1946 at the 
Post Office in Chicago, Ill. under the Act of March 13, 1879. Copyright © 1961 by 


Vance Publishing Corp. 
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Merchandise moves when you sell Continental Steel Products 


Brytite® Ornamental Lawn Fence. Your fence sales zoom when you display 
beautiful Brytite fence. New coating retains luster, lengthens fence life. Closely, 
evenly spaced wires, uniform picket tops. In single and double picket. Range of 
heights, gate sizes and styles. Also attractive Brytite flower bed borders. 

Welded Wire Reinforcing Fabric. Cash in on residential and light commer- 
cial construction, remodelling. Adds only 10% to cost of concrete slab, makes it 30 
per cent stronger. Controls cracks. For parking lots, basements, drives, patios, 
steps. Range of styles, sizes. Also reinforcing bars for heavy construction. 


Galvanized Welded Wire Fabric. An every day utility product every cus- 
tomer uses for cribs, pens, window guards, tree guards, fences, poultry floors, 
cages, etc. Strong, rigid and sturdy, with even welds for smooth, neat appear- 
ance. Popular mesh sizes and widths. 


83 Steel Products from one Convenient Source—See Your Jobber or Write Today. 


Cleaner, Sharper Nails—10,000 Kinds and Cc OWN ‘L I IN a= IN’ de dia Ss ze Ee i=F ‘i 


Sizes—So clean they pass the “white glove” CORPORATION KOKOMO, INDIANA 


test. Sharper, too, with greater holding power. Producers of: 15 Types of Farm Fence, Posts, bine Barbed Wire, Standard Styles of Galvanized Roofing 
50 Ib. cartons, 10-5-1 Ib. boxes. and Siding, Nails, Staples, Lawn Fence, Welded Wire Fabric (Reinforcement—Galvanized), Wire Products. 
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THE EDITORS’ VIEWPOINT 


Every Retailer a Wholesaler! 


VERY ONCE IN A WHILE a convention speaker will make 

a statement that startles his audience. Sometimes this is done 
simply to wake up the dozers. Other times the speaker really has 
a valuable message. 

We don’t know what motivated Harold Birnberg* when he spoke 
at the recent National Building Materials Distributors convention 
in Chicago. But he certainly made the wholesalers sit up and listen. 

He told them that within a decade, lumber and building mate- 
rials dealers would confine their activities to operating retail stores. 

Wholesalers, he said, would then fulfill their proper function of 
selling to builders or to anyone who re-sells products to the ultimate 
consumers. 

Consultant Birnberg was not being facetious. Behind his predic- 
tion is the very basic and sound management point that sales to 
consumers and sales to contractors, builders and industrials should 
be separated in every way possible. The fallacy of selling a single 
2x4 at the same price as a carload has often been explained in this 
magazine. 

Birnberg’s only misconception is who will be making the builder 
sales in the future. Apparently he thinks that retail dealers will a- 
bandon this end of their business. 

It’s true that some successful dealers have concentrated on con- 
sumer sales. Everyone is aware of the growth of Home Center 
stores and supermarkets such as illustrated in this issue. 

But many successful dealers who specialize in store sales also 
do a thriving builder business. Often these sales are made from a 
separate location. In fact, the success of yard-prefabing and pack- 
age selling during recent years has showed that dealers have 
learned how to sell at a profit to builders, including tract devel- 
opers. 

Whether these sales to builders by retailers are more accurately 
described as “wholesale” sales is somewhat academic. The fact re- 
mains that countless dealers firmly control their builder market 
and are increasing this control. The development of land by dealers 
is part of the reason. 

One of the most significant recent developments is the multi-di- 
vision dealer. For example, Grogan-Robinson Lumber Co., in 
Great Falls, Mont. This firm has a retail yard for consumer sales; 
a special division which caters exclusively to builders and a sepa- 
rate prefab division. The company also controls land. 

For another example of dealer market diversification, see the 
Bader Building Materials story on page 34, this issue. = 

Adding to the confusion in building materials distribution is the 
cash-and-carry yard, which sells to all comers from big builders to 
little do-it-yourselfers on a one-price basis. This may or may not be 
smart business in the long run—but it’s mighty profitable for many 
of these firms to-day. 

We agree with Birnberg that in theory this would be a more ef- 
ficient industry if retailers sold only to consumers and wholesalers 
supplied all trade markets. ‘ed 

But, if by some law, sales to builders had to be classified as 
“wholesale”, then the industry would suddenly have thousands of 
new “wholesalers”—-namely, those retail dealers who through pre- 
fabing, financing, land and other control methods have the builder 
market well sewed up. 

We suspect that nobody knows this better than the wholesale 
distributors who were listening to Birnberg’s interesting talk. 

—THE EDITORS 


*Harold F. Birnberg is Executive Consultant, 
Wolf Management Engineering Co., Chicago. 











way—with a fleet of Macks. This B-60, on duty at the Port of Houston, prepares to pour 
concrete into bucket, which will then be lowered into construction site by dragline. 


To meet precise pouring schedules, 


Houston Shell & Concrete relies on MACKS 


In the Houston industrial and seaport 
area, Houston Shell & Concrete handles 
both large and small ready-mix concrete 
deliveries to widely scattered job sites. To 
do this most efficiently—to get the loads 
in and the trucks out on schedule—the 
company relies on Macks. 

The result has been minimum truck 
downtime, rock-bottom operating and 
maintenance costs. On the job, depend- 
able Macks maintain mixer schedules 
without costly interruption. No matter 


how sticky the terrain, Mack Balanced 
Bogies with Power Dividers have pro- 
duced the sure-footed traction that keeps 
trucks moving. 

This is the kind of performance you can 
count on from Macks. There’s a Mack 
to haul your load more economically 
and more efficiently. With the trend to- 
ward maximum efficiency from every piece 
of hauling equipment, can you afford to 
be without Macks? For more evidence of 
their on-the-jobsuperiority, call your Mack 
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for over 6 straight years 


NO.1 


by far in sales of 
hese! trucks 


branch or distributor. He’ll be glad to give 
you the names of satisfied users in your 
area. They'll tell you about Macks. Mack 
Trucks, Inc., Plainfield, New Jersey. Mack 
Trucks of Canada, Ltd.,Toronto, Ontario. 


7919 


MAC K 


FIRST NAME FOR 


TRUCKS 
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FLEXIBLE COMPONENT HOUSE PREFABING SYSTEMS ARE TAKING HOLD FAST. The 
Kemp system, reported in the Oct. 10th, 1960, and Jan. 2nd, 
1961, issue of this magazine, has 32 lumber and building 
materials dealers or wholesalers who have either signed for a 
franchise or are seriously considering a franchise. 











The Craftbuilt fabrication system, developed by Merle Pierce, 
has scored a hit in Iowa where a major lumber company has 
opened a pilot prefab shop for the system, tackled some elab- 
orate home designs with success. 


Cne of the nation's foremost sash-and-door jobbers is now 
seriously studying the Craftbuilt system. Consultant Pierce 
presented his ideas on fabrication exclusively in the November 
7th, 1960, issue of this magazine. 








Although the Kemp and Craftbuilt systems differ in some re- 
spects, they both allow a dealer or wholesaler to prefab any 
custom-designed house plan without re-drawing for panelization 
--and with a minimum of shop investment. 





A similar system has been devised by a Wisconsin lumber dealer, 
who claims that his concept is particularly suited for small- 
town and rural yards. Watch BMM for full explanation with 


pictures. A book on this system will soon be available. 





Meanwhile, what is called the "most automated house prefabing 
plant" in the nation is under construction in Connecticut by 
Arbor Homes. 








THE PRESSURE IS ON TO PASS A WAGE-HOUR BILL THIS SESSION of Congress 
which would increase the minimum wage and extend wage-hour 
coverage to many retail firms. 





The conservative and middle-of-the-road Congressmen could have 
the statistical strength to halt this legislation. 


Whether opposition will rise to defeat the new proposals 
might well depend upon the extent that business men and others 
give their views to the Congressmen. 








You can also expect the construction site picketing bill to 
get another test this session of Congress. 


IMPORTANT MARKETING MOVES AHEAD ON THE ALUMINUM FRONT. A major producer 
will soon announce a completely new sales organization for 
distribution of its building products. Watch this magazine 
for details. 








Also, Dow Chemical Co., which has been active with new plastics 
building products in the past few years, will probably market 
Turn page for continuation 
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an aluminum siding line. You can expect more of this type of 
product diversification by producers in the years ahead. 





TOP-LEVEL CONFERENCE BETWEEN MAJOR BUILDING MATERIALS PRODUCERS in late 


THE BIGGEST 


December was called to discuss the knotty new home sales 
decline. 


One manufacturer told BMM: "Too many people think that the major 
problem is to create desire among people to live in better 
homes. We differ. We feel that most people want to buy new 
homes but are afraid of the red-tape and fear the expenses in- 
volved in new construction, etc." 








In other words, they want custom homes but are afraid of the 
grief that custom building usually requires. 


This magazine replied: "If building materials manufacturers 
would get solidly behind the aggressive building materials 
dealers who operate One-Stop Home Center stores, new home sales 
(as well as modernization sales) could be increased." 





Why? Because the Home Center dealer offers package home serv- 
ices and can allay prospects' fears of red=-tape and delay. 








Further, Home Center dealers do not jump around from model home 
to model home--each has a permanent, fixed merchandising center. 
Manufacturers could help with more dealer sales training. They 
could sponsor, for example, dealer students at the Building 
Industries Marketing Institute, Purdue University, directed 

by Art Hood. 





Manufacturers could also develop financing help for dealers. They 
could place funds in banks of their best dealers. With such 
funds in the bank, dealers could then obtain a maximum credit 
line for land development, interim construction loans, etc. 

This trick has been used by some of the giant tract builders. 








NEWS IN REAL ESTATE is that land investment trusts can now 
operate under the same tax treatment as mutual stock funds. 
Profits of a land investment trust will not be taxed as cor- 
porate profits so long as 90% are distributed to the share- 
holders. 











Some realty experts envision land trusts of well over a $1 mil- 
lion whose shares would be traded every day in the markets. 
This could bring flexibility to land ownership and could reduce 
costs. One reason that land brings extra profits is that the 
owner cannot convert his investment quickly. The mutual-type 
investment trust, if regulated and well managed, would change 
this. 








Large mutual-type investment trusts could also help solve the 
trade-in house problem. They could hold used homes for buyers 
of new houses much easier than a small realtor or dealer or 
builder. 











There's already a group of real estate people who have organ- 

ized a trade association for land investment trusts operating 
with the same tax treatment as mutual stock funds. Joseph W. 

Lund, Boston, is president of the new National Association of 

Real Estate Investment Funds. Offices are at 1737 DeSales St., 
N.W., Washington, D.C. 
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Now! The whole job’s yours with new Barclay Gold 
Fleck Melamine Coated Panels. Twin of the expensive 
laminates, Barclay Gold Fleck is as nearly like them 
as a non-laminate can get. Except for the roughest 
wearing work surfaces such as kitchen counter tops 
—use Barclay Gold Fleck to top the job for all the hard 
wearing areas. It’s the perfect match for everything 
else...from cabinets, to tables, to splashboards, 

to entire walls! With Melamine-Silicone ‘‘590” 
Process, Barclay Gold Fleck gives the costly 
laminates a run for their money—at nearly half 


Og 


Grease, grit-even ink stains—vanish under a damp cloth. 
And that golden design is sealed into its radiant face for 
keeps. So whenever you get a smallorder foran expen- 
sive laminate, turn itinto a bigger one. Suggest matching 
Barclay Gold Fleck for the larger, more profitable areas. 
Other Barclay Melamine Coated panels available in Tile, 
Streamline and Solid-Tone patterns in 12 decorator 
colors, as well as authentic Wood Grains. In panels 
4 feet wide up to 8 feet long for easy, do-it- 
yourself installation. Call your distributor for free 
samples, bookiets and instructions _,qamragsna, 
on Gold Fleck and the 


their cost! Can’t crack, chip or 
craze. Never needs repainting. BARCLAY MANUFACTURING C0.,INC. entire Barclay line. 


(AN AFFILIATE OF BARCLITE CORP. OF AMERICA) © DEPT. AL1-GF * BARCLAY BUILDING, NEW YORK 51, N. Y. 


January 16, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 


Circle No. 6 on Handy Cover Card 





HOW 

TO 
MAKE A 
ROLL OF 
FENCE 
BELLOW 


January 16, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





hau 


Only Keystone Steel & Wire Company does it! Each roll of fence made 
by Keystone is branded with red paint. This special trademark bellows 
RED BRAND! Your customers recognize this fence with the top red 
wire immediately. They know it’s Red Brand—the fence that’s Galvan- 
nealed® to outlast ordinary galvanized fence. The 


Proved in Performance... only 


Red Brand is a big seller because it’s proved in performance. It has been fence 
a favorite among farmers for generations. Users of Red Brand agree it ad lan e 
costs less to own the best fence because it lasts years longer. Red Brand : Lal 

is made of the finest copper-bearing, rust-resistant steel wire. + Ste ae that 


Strong Selling Support... sells on 


Naturally, you benefit from the wide popularity and quick identification 
of all Red Brand products, including Galvannealed Red Brand barbed 
wire and Red Top® steel fence posts. Keystone continues to give you 
strong selling support with advertising over farm radio and television 
and in national and local farm publications. All this means faster turn- 
over and higher profits for you. 

Why sell less when you can sell more of the best? It will pay to 
stock up on Red Brand today. 


KEYSTONE STEEL & WIRE COMPANY 


Peoria, Illinois 


makers of Red Brand Fence - Red Brand Barbed Wire + Red Top® Steel Posts - Keyline® 
Poultry Netting » Non-Climbable Fence « Gates + Nails « Baler Wire 
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hardboard 
new products 


HARDBOARD 
delivers 


that increase store traffic... expand customer service! 
EXPANDING PRODUCT LINES... helping you make more money with 


minimum space and balanced inventory through new products... new uses 
... new ideas in home decor. This is a constant objective of American 
Hardboard producers. Aggressive research and development programs 
are constantly coming up with new products to bring new customers to 
your store—bring old customers back. Delivery from nearby dis- 
tributors’ warehouses is coupled with trained specialists in Amer- 
ican Hardboard products to give spot service that means extra 

volume orders. 


American research in Hardboard products also helps achieve 
greater utilization of forest resources... resulting in added 
efficiency and dollar savings for you on many other forest 
products. Family income from tens of thousands of farm 
woodlots, loggers’ equipment and supply firms, plus the 
actual factory workers’ income, adds to the national 
purchasing power. 


a 


K pit 'S VALUES in Quality, Service and Support Assured by these Leading Producers 


Cc Abitibi Corporation, Detroit, Michigan es Georgia Pacific Corporation, Portland, Oregon 

eo Bowaters Board Company, Catawba, South Carolina Cc Nu-Ply Corporation, Bemidji, Minnesota 

Cc Edward Hines Lumber Company, Chicago, //linois tips Masonite ‘Corporation, Chicago, Illinois 

Cc Evans Products Company, Corvallis, Oregon Cy Superwood Corporation, Du/uth, Minnesota 

re Forest Fiber Products Company, Forest Grove, Oregon x United States Gypsum Company, Chicago, Illinois 
Cc Weyerhaeuser Company, 7acoma, Washington 
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DEPENDABLE SERVICE 


Your American producer knows your in- 


dividual delivery and product needs and 
has the ability to meet them. 


CONSISTENT HIGH QUALITY 
Your American producer assures you 
top quality end products every time. 


TECHNICAL AND 


SALES SUPPORT 


Your American producer stands 
ready to aid with your customers’ 


specific problems. 


Write for FREE copy of the complete ‘Plus Value”’ story 


| eee AMERICAN HARDBOARD 
agen ASSOCIATION 


205 W. Wacker Drive Chicago 6, Illinois 
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FOR 
THE DEALER 
WHO WANTS 


REAL | 
CEILINGS 








You’ve seen advertisements in this magazine asking you to “take a dealer’s 
word for it” that you can sell 100,000 square feet of Armstrong ceilings a year 
—and more. 

If you haven’t tasted that kind of success yet, here’s your chance. 

A promotional idea called the WEEKEND WONDER built big- 
volume ceilings businesses for many dealers last year by helping them promote 
consumer trade and keep it growing. It worked so well it’s being brought back 
in a completely new version this year to help you dominate the ceilings business 
in your area. 

The nw WEEKEND WONDER promotion is centered around a 
ceiling installation kit for your customers. And all through February and March, 
Armstrong Circle Theatre, on CBS-TV, will be telling millions of people to 
look for the WEEKEND WONDER kit at their local lumber yard. 
Build real ceilings volume—and added business in other remodeling materials. 


Ask your Armstrong wholesaler about the newWEBBREND WONDER 


promotion today. 


(Armstrong 


CEILINGS 
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Headlines at Presstime 


Robert Weaver Named HHFA Chief 


A New York 
Negro, Robert 
Clifton Weaver, 
will be the new 
administrator of 
the Housing & 
Home Finance 
Agency, replacing 
Norman P. Ma- 
son. 

He will direct 
the multi-million 
dollar federal 
housing programs. 
If Congress agrees 
to President-elect 
Kennedy’s proposal for a department 
of urban affairs, Weaver’s job will 
probably rise to cabinet rank. 

The Housing & Home Finance agen- 
cy embraces the Federal Housing Ad- 
ministration; the Public Housing Ad- 
ministration; Urban Renewal Admin- 
istration and the Federal National 
Mortgage Association. 

Kennedy said he “hoped that the 
agency would be extremely active in 
the coming months,” indicating new 


Robert C. Weaver 


federal programs to bolster the hous- 
ing industry. 

Weaver's experience in housing be- 
gan in 1934 when he was a consultant 
to the Public Works Administration. 
Among other federal posts, he was an 
assistant to Nathan Strauss, United 
States Housing Authority, in a period 
prior to 1940. 

The new housing chief is a member 
of the housing and development board 
of New York City. He is also chair- 
man of the National Association for 
the Advancement of Colored People. 
He will resign from the NAACP board. 

Weaver said that he was in favor of 
open occupancy and nondiscrimination 
in housing, but that details of how the 
Government agencies could enforce 
these controversial measures could not 
be revealed until later. 

Born in Washington, the son of a 
postal clerk, Weaver attended Harvard 
University and took a Ph.D. in eco- 
nomics. 

As the housing administrator, he will 
hold the highest political post ever held 
by a Negro. 


What Kennedy Was Told About Housing 


The following excerpt is from the 
text of a report on the state of the 
American economy prepared by Dr. 
Paul A. Samuelson, professor of eco- 
nomics at M.1.T., who headed a 
special task force for President-elect 
Kennedy on economic conditions in 
the U.S.: 


The last two recessions were helped 
immensely by a successful program to 
make credit more available to residential 
housing. No experts could have predicted 
the anti-cyclical potency that housing has 
shown in the postwar period. Already we 
have seen some easing of credit in this 
area, but such steps do not seem this time 
to have been so successful in coaxing out 
a new demand for home construction. 
There is perhaps some reason to fear that 
less can be expected from the housing 
area in the year ahead. Down-payments 
are already quite low, as are monthly 
payments. Vacancy rates, particularly in 
certain areas and for certain types of 
housing have been rising. The age brackets 
that provide the greatest demand for new 
housing are hollow ones because of the 
dearth of births during the depression of 
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the 1930's. 

Nonetheless, so great is the need for 
housing a few years from now when the 
wartime babies move into the house- 
buying brackets and so useful is the 
stimulation that resurgence of housing 
could bring that it would seem folly not 
to make a determined effort in this area. 
In particular, loans for modernization of 
homes, which now bear so high an in- 
terest rate, might provide a promising 
source for expansion. 

Many specific actions will be required. 
Mortgage rates might be brought down 
to say, 442% interest, with discounts on 
mortgages correspondingly reduced; con- 
sideration might be given to further ex- 
tended maximum amortization periods. 
The insurance fee for single dweilings 
under FHA programs might be reduced 
from 42% to “4%. The Federal National 
Mortgage Association (FNMA or “Fan- 
nie May”) could step up its mortgage 
purchasing program, especially for high- 
risk mortgages lacking private markets. 
Housing for the elderly is another pro- 
gram desirable for its own sake. Measures 
that tie in with urban renewal and col- 
lege dormitories, as covered above, also 
hold out promise. 


Mason and Sweet Undecided 
About Future Plans 


WASHINGTON—The two top men 
in the Federal Housing Administra- 
tion, both formerly active in the retail 
lumber industry, are undecided about 
future plans after the new Democratic 
administration takes over January 20th. 

Neither FHA commissioner Nor- 
man P. Mason or Cy Sweet, deputy 
commissioner, were decided about 
their future when interviewed by 
Building Materials Merchandiser. 

Mason formerly headed Wm. P. 
Proctor Co., North Chelmsford, Mass., 
and Sweet was a long-time executive 
with Long-Bell Lumber Co., Long- 
view, Wash., and later vice-president 
and general manager of Valley Lum- 
ber Co., Fresno, Calif. 

“However, if the past is the key to 
the future,” observed Sweet, “I am 
inclined to say that after 30 years ex- 
perience related to the housing field, 
I hardly expect to be far away from 
it. 

“I have seen the housing industry 
grow to become the most stable and 
one of the largest in our economy. Its 
dollar volume has almost doubled in 
the last three years. 

“FHA has made significant con- 
tributions to help the building industry 
provide adequate housing for our fast- 
growing population and rising econom- 
ic levels,” Sweet concluded. 
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WHICH OAK TWIN IS RED? The National 
Oak Flooring Manufacturers’ Association 
says many lumber and building materials 
dealers say they prefer red oak flooring 
to the more widely supplied white oak. 
However, NOFMA says a test at the re- 
cent NRLDA convention proves they can't 
tell the two apart. Of 510 dealers who 
registered and voiced a preference for 
red oak flooring, 265 preferred Panel 
B above. But Panel A is red oak. 
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DRAMATIC NEW 
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CEILING TILE 
PATTERNS 


New Nu-Wood Acoustical and Decorator Tiles put new 
verve in interior decorating schemes .. . add a new 
dimension to home comfort with sound conditioning. 


NU-WOOD® ACOUSTICAL AND DECORATOR TILES 


Produced by Wood Conversion Company, St. Paul, Minn. 
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NAHB Highlights Federal Housing at 
Chicago Conclave Jan. 29—Feb. 2 


CuicaGo—Roles the  administra- 
tion and congress play in federal hous- 
ing legislation will be discussed at 
9:30 a.m., January 31st as a National 
Association of Home Builders con- 
vention highlight. 

Starting at 1 p.m., Sunday, January 
29th in McCormick Place, Chicago’s 
new bi-level lakefront convention-ex- 
position center, the NAHB gathering 
runs to 3 p.m., Thursday, February 
2nd. Keynote address by Martin L. 
Bartling, NAHB president, will be de- 
livered at 9:30 Monday morning. 

General sessions and _ discussion 
groups of interest to retail lumber and 
building materials dealers begin at 
9:30 a.m. and 2 p.m. daily. A How- 
To-Do-It building carnival continues 
on the upper level of McCormick 
Place from 9:30 Wednesday morning 
until 3 p.m. closing time Thursday. In 
addition, an Urban Land Institute will 
be held at 9 Thursday morning in the 
Wabash Parlor of the Palmer House, 


S. State and E. Monroe Sts. 

Tuesday, 9:30 a.m. Federal housing 
session featuring CBS correspondent 
Walter Cronkite explaining the signifi- 
cance of the recent Presidential elec- 
tion and Sen. John Sparkman, chair- 
man of the Senate Housing Subcom- 
mittee. Discussion groups on Land-The 
Basic Resource and Behind the Scenes 
in Home Merchandising. At 2 p.m. 
groups will cover the Economic Out- 
look and a Remodeling Program. 

Wednesday, 9:30. General session 
on Behind the Home Marketing Scene; 
groups covering Use of House Pack- 
ages in a Building Program, Practical 
Ideas for Land Development, Trade- 
In Housing and Conventional Financ- 
ing. At 2 p.m. a Custom Builders 
Workshop will be held and groups will 
discuss Merchandising for the Small 
Builder and FHA-VA Financing. 

At 2 the afternoon of January 30th, 
a prominent panel will discuss New 
Concepts in Urban Renewal. 


HHFA Revises Suggested 
Land Subdivision Rules 


WASHINGTON—“A large part of land 
subdivision and development continues 
to occur in unincorporated areas. Reg- 
ulation of subdivisions is of great con- 
cern to both unincorporated and incor- 
porated areas.” 


So states the Housing and Home 
Finance Agency’s second revision of 
“Suggested Land Subdivision Regula- 
tions,” available for 50¢ from the Su- 
perintendent of Documents, U. S. 
Government Printing Office. 


HHFA’s booklet covers technical 
elements of land preparation. Defini- 
tions, procedures, design standards, re- 
quired FHA improvements, plats and 
data and variances are detailed. 


“Subdivision regulations should 
prevent excessive governmental oper- 
ating costs,” the 1960 revision says. 
“At the same time, they should assure 
to the maximum degree possible the 
means whereby land can be developed 
for the highest possible use with all 
necessary protections against deterio- 
ration and obsolescence.” 





Sweepstakes Winners 


The following lumber and _ build- 
ing materials dealers were among the 
winners in the recent Asbestos-Cement 
Siding Sweepstakes, sponsored by the 
Asbestos-Cement Products Associa- 
tion: 


Reagan's Bldg. Supplies, Knoxville, Tenn; 
Emile Boullion. Jr., Herbert Bros. Lumber 
Co., Ine., Lake Charles, La.; Richard E. 
Franks, Hazen & Franks Lumber Co., Philo, 
Iil.; Robert Henline, Gordon Lumber Co., 
Gibsonburg, Ohio; Harley Rose, Calcasieu 
Luraber Co., Austin, Texas. 

George Jacobsen, Lloyd Lumber Co., Nam- 
pa, Idaho; Moody Redd, Florence Lumber 
Co., Florence, Ala.; Russell Lamm, Stephens 
Supply Co., Varina, S. C.; Murray Tanner, 
Holekamp Lumber Co, Affton, Mo; Daniel 
Illingsworth, Carolina Lumber & Supply Co., 
Pt. Pleasant, W. Va. 


Clayton H. Adkins, Clayton H. Adkins & 
Co., Salisbury, Md.; Thomas Ake, Hammon- 
ton Lumber Co., Hammonton, N. J.; Edward 
Jacumin, H. C. Cline Building & Supplies, 
Inc., Hickory, N. C. and T. Sloan, Domkins 
Building Supply Co., Jacksonville Fla. 


Insulating Roof Deck Specs 

CHICAGO—New recommended prod- 
uct and application specifications for 
structural insulating roof deck for use 
in open-beam ceiling construction have 
been announced by the Insulation 
Board Institute. 

Manager Charles M. Gray said the 
new IBI specifications were approved 
by all 14 member companies and have 
been submitted to the Federal Housing 
Administration. 

Insulating roof deck is composed of 
multiple layers of plain or asphalt im- 
pregnated structural insulation board 
in modular 2’ x 8’ panels 142”, 2” or 
3” thick. 

Copies of the specification may be 
obtained from Technical Director, IBI, 
111 W. Washington St., Chicago 2. 
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Hoo-Hoo Plans October 15-21 
Forest Products Week Drive 


MILWAUKEE—National Forest Prod- 
ucts Week’s second annual promotion 
will be October 15-21 this year, ac- 
cording to sponsoring organization, In- 
ternational Concatenated Order of 
Hoo-Hoo. 

Hoo-Hoo’s_ policy committee is 
working on the 1961 program. Frank 
Langley, Dierks Forests, Inc. and Wal- 
ter DeLong, public relations subcom- 
mittee chairman, National Lumber 
Manufacturers Association, head the 
committee. 
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COLORING 


PUBLISHED BY THE CRESTLINE COMPANY, WAUSAU WIS. 











SOFT-SELL advertising, a cartoon book, 
promotes Crestline windows. More than 
25,000 coloring books for children are 
being shipped to dealers for the builder 
promotion. 
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NAWLA Sales Training 
Program Begins Feb. 1 


New YorK—A _ lumber - sales 
training program for manufacturers, 
distributors and commission men will 
be offered again this year by National- 
American Wholesale Lumber Associa- 
tion in cooperation with 27 industry 
associations. 

Opening February Ist and employ- 
ing correspondence and seminar meth- 
ods of teaching, the course will 
utilize text materials developed for the 
1960 program. Enrollees will cover a 
separate subject each month or each 
two months in seminar. 

Cost. The course is open without 
regard to association membership at 
$100 per person. There will be all- 
day review and discussion meetings, 
one each in May and November and 
one next January. 

Seminars. Seminars, with a mini- 
mum enrollment of 15 in each, are 
planned for 22 cities. Edmonton, 
Montreal, Toronto, Vancouver and 
Winnipeg are the Canadian cities. In 
the U.S. “How to Sell More Lumber 
in 1961 . and Profitably” will be 
offered in Boston, Hartford, New 
York, Philadelphia, Pittsburgh and 
Washington in the east; Chicago, Des 
Moines, Iowa and St. Louis in the 
midwest; Birmingham, Greensboro, 
N. C., Jacksonville and Norfolk in 
the south; Los Angeles, San Francisco, 
Eugene and Portland, Ore., in west. 

Prompt enrollment is necessary, ac- 
cording to J. J. Mulrooney, executive 
vice-president, to assure early receipt 
of the first text material. Entries 
should be sent to National-American 
Wholesale Lumber Association, 3 E. 
44th St., New York 17. 
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CUSTOM = This handsome NAUTILUS NO-DUCT HOOD ends the problem of odor, smoke 
and grease-laden kitchen air! The Air Purification System can recirculate all the 


| air in an average kitchen in just 10 minutes—quickly reduces annoying odors 
like fish, onions, cabbage—restores pure, fresh air throughout the kitchen! 


At the touch of a button the efficient, 2-speed fan goes to work: the extra-large 


Activated Charcoal Filter—with a 4%"-thick bed of charcoal granules—plus an 
NO-DUC : efficient, permanent double-thick aluminum mesh Grease Filter—efficiently 
; removes odor and grease. 


The powerful 2-speed fan is exceptionally quiet, yet moves more air than 


4 00 p any other range hood. 
The Custom NAUTILUS NO-DUCT HOOD goes up easily in any kitchen... 


on any wall... over any type of range. No vents, ducts or carpentry needed 
Quiet, fast, removal of cooking |... no wasted cabinet space. Keeps any kitchen cleaner, more pleasant! 
odors, smoke and grease Available in 8 sizes and 9 finishes, including stainless steel and GE ‘‘mix 

... without costly vents or ducts or match’’ colors. 


CAN BE INSTALLED IN MINUTES — No vents, ducts, carpentry required. 
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The Nautilus eliminates ductwork, New handy outlet for coffee makers, electri 
vents, installation labor—saves time skillets and other appliances. 
and money. No lost shelf space. 
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Purified air is discharged at ee 7 ig sO Fae ‘es fed re 0 eh 
a 45° angle . . . away from / | Snap-out filters ire easy remove. Sturdily 
user’s face . . . away from mounted motor and fan located above filters 
verhead cabinets. Peninsular model also available for maximum efficiency. 


CUSTOM Nautilus No-Duct Hood 


Removes cooking odors, grease and smoke. . . without costly 
vents or ducts. No expensive heat loss, no backdrafts as with 
ducted hoods. No unsightly stains around vents—saves fix- 
up, paint-up jobs. 

e Extra large activated charcoal filter 

e Quiet operation 

e Installed in minutes—saves time, labor and money 

e Wastes no cabinet or shelf space 








SPECIFICATIONS: CUSTOM MODEL, C-1 
Sizes: » 
Length (‘‘L'’): 24”, 30”, 33", 36", 39”, 40”, 42”, 48” < 





Finishes: - NOTE “4 


Genuine electro-plated Brushed Antique Copper, Hammered 





x=) 

Copper, Stainless Steel, ‘‘Satin Steel’, coppertone and GE _ Eas rs, 

‘‘mix or match”’ colors in pink, white, yellow, turquoise. My, - [ tal | I 
Features: a a 

' 7. ¢ 


e Snap-out permanent fine-mesh, double thick aluminum 





——— — 


grease filter—easily cleaned in hot water and detergent J : 





(223%4" x 11" x %"). HN \8 
e Snap-out refillable activated charcoal filter (2234"x 11”x 44"). oa oC, tak 
¢ Quiet-operating, 2-speed fan with resilient mounted motor Powerful fan (A) draws odor and grease-laden 
—life time lubricated. air through the Grease Filter (B) and the Acti- 
vated Charcoal Filter (C), then recirculates pure 
e New convenience outlet for electrical appliances. fresh air through grille at top. 


Push button controls for fan and enclosed Fluorescent light. 
e New mar-proof finish. 
e Knockouts in back and top for wiring. 


4 | 
e Mitered corners permit cabinet doors to open wide. Naut | us 


NO-DUCT HOOD* 


The NAUTILUS NO-DUCT HOOD removes odors 
and air contaminants with an Activated Char- 
coal Filter—the same scientific principle that 
helps keep atomic submarines under water 
: > es Sor manties without new supplies of fresh air. One of a complete line of NO-DUCT Range 
— ee Hoods manufactured by Major Industries, Inc., 
Major Industries, Inc., 505 North LaSalle St., Chicago 10, Ill. 
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What's the Price’? 


Market prices on most lumber items remained firm through 
mid-December, although there was widespread bad weather. 


Most mills were snot willing to take January business at exist- 
ing price levels. They sold ahead to Christmas shutdowns. 


Green dimension prices held strong while rail prices on std & 
btr green fir 2x4’s sold near the $61 mark. Pine boards gained 
strength and white fir dimension held well. 


Softwood plywood production fell in late November to 46% of 
capacity. Sanded items declined more than unsanded. 


Belief is that sheathing plywood %” thick selling for $85 to 
$88 a thousand square feet has reached bottom. 


Current Retail Price Range 


Risse pilias ts Glo dan anes ak Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
trecters, besed on reports from leading North Middle South East North East South West North | West South Mountain Pacific 
deslers received every twe weeks by Atlantic Atlantic Atlantic Central Central Central Central Coast 

Building Meteriele Merchendiser 
Low High | Low High Low High Low High | Low High Low High Low High High Low High 


LUMBER 
Douglas fir: 


Dimension: 
Std. & Btr. R/L 2x4 green 
Std. & Ber. R/L 2x4 dry 
Std. & Bir. R/L 2x10 green 
Sed. & Ber. R/L 2x10 dry 
W. Coast Hemlock, White Fir 
Dimension: 
Std. & Ber. R/L 2x4 dry 
Sed. & Bre. R/L 2x10 dey 
Western Pine 
Boords: 
No. 2& Btr. R/L 1x8 dry $45, shiplep 
No. 38 Br. R/L 1x8 dry S45, shiplap 
Southern Pine 
Dimension: 
No. 2 & Btr. R/L 2x4 dry 
No. 2 & Btr. R/L 2x10 dry 
Boards: 
No, 2 & Btr. R/L 1x8 dry $48 cr 
D&M or shiplap, dry 
Hardwood Flooring 
Select ook 25/32" x 24" plain sowed 
No. 1 Com. ook 25/32" « 24" pl. sow. 
Interior Softwood Paneling 
No. 2 penderose pine RW 
Wood Siding 
Redwood clear all heart bevel siding 
3/4" x 10" 
“A” codor bevel siding 3/4" x 10" 
Wood Shingles 
Cedar shingles 5/2 #1 16 - 5X 


ae a 
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PLYWOOD 


Fir, 1/4" DFPA-AD interior glue 
Fir, 1/4" DFPA-AC exterior glue 
Fir, 3/8" DFPA-CD sheathing int. glue 
Fir, 1/2 DFPA-CD sheathing int. glue 
Fir, 5/8" DFPA-CD sheathing int. glue 











MILLWORK 


Phil. mahogony (Levan) flush door 
1-3/8" 2-6x6-8 

Birch flush door 1-3/8" 2-6x6-6 

Double-hung window 2-4x4-6, setup, 
glazed, weatherstripped, balanced 





BUILDING MATERIALS 


Outside white point, first grode 

8d common steel noils, U.S. made 
Min. wool insulation, full-thick bott 
Ceiling Tile 12° x12” 

1/2” insulating building beard 
25/32" insulating sheathing 

3/8" gypsum wallboard . , ; 60. 5 . ; 66. 52. 
1/8"* tempered hardboard i Y . ‘ 0. 
21$# thick butt ospholt shingles . a ¥ ’ y 6.75 























*Price rise +Price decline 


January 16, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





Hardware 


Clear Finish for All Woods 

Super V, a new clear finish for all 
woods, now is available. Field tests indi- 
cate that it has double the durability of 
conventional clear finishes, says maker. 
Super V also will help a retailer to re- 
duce his inventory since it can be used 
for both interior and exterior wood, 
maker says. 

Sales aids available to retailers in- 
clude: four-color lithographed can; a 
point-of-purchase display, including a 6” 
x 13” curved maple panel finished with 
Super V; literature and newspaper mats. 
The O’Brien Corp., Dept. BMM, 2001 
W. Washington, South Bend, Ind. 

Circle No. 201 on Handy Cover Card 
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New Product Parade 


USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 


Installation Tool Case 

A new installation tool case made of 
wood and complete with a handle is con- 
venient for carrying any combination of 
Weiser tools. Its wooden construction 
permits a low cost and eliminates dam- 
age to tools often bumped when re- 
moved or replaced in case. 

The case is an ideal item for either 
consumer loan by a retailer or sale to 
contractors. 

Catalog flyer sheets No. 499 fully 
describing the installation tool case may 
be obtained by writing to Weiser Com- 
pany, Dept. BMM, 4100 Ardmore Ave., 
South Gate, Calif. 


Circle No. 202 on Handy Cover Card 


Saw Tackles Tough Cutting Jobs 

A new reciprocating Super Saw makes 
straight, curved and circular cuts in 
practically any material including metal 
plate, angle iron pipe, conduits, plastic 
laminates and wood. It has 15 inter- 
changeable blades, lightweight aluminum 
housing, 4zhp motor, a locking trigger 
switch, a flush cut attachment and an 
easy-grip tapered nosepiece. 

No. 550 Super Saw Kit complete with 
saw, steel carrying case, 12 assorted 
blades, tube of lubricant and blade 
wrench is priced at $97.50. Millers Falls 
Co., Dept. BMM, 57 Wells St., Green- 
field, Mass. 

Circle No. 203 on Handy Cover Card 


Starflite Pull 


Fire Starter 

Simply pour _hickory- 
scented Red-E-Blaze starter 
fluid into porous Red-E- 
Blaze Brick, slide under 
grate and light. Fireplace 
accessory sets in a_ brass 
pan. It can be left under 
grate permanently. Only 
94%” long, each kit opens 
into a display box. Retail 
price is $2.98. Red-E-Blaze, 
Dept. BMM, 11805 Harper 


Ave., Detroit 13. 
Circle Ne. 204 on Handy Cover Card 
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Vinyl-Clad Fencing 
Lawn green color of a 
new vinyl-clad welded fence 
makes it almost invisible in 
a garden. Available in 36” 
and 48” heights in £0’ rolls. 
Mesh is 2” x 2%”; wire is 
14 gauge. The fencing has 
no sharp edges to scratch 
hands or tear clothing. It’s 
also ideal for use as play 
pen or trellis. Gilbert & 
Bennett Mfg., Dept. BMM, 


Georgetown, Conn. 
Circle No. 205 on Handy Cover Card 


seehituiea Markers 


Two lens styles, round or 
tulip shaped, are available 
in a new driveway marker 
line. Lenses are double-faced 
Anthes Trilite made of Du- 
Pont Lucite and can be seen 
from a great distance. Plated 
steel rods are 34” long. Two 
dozen markers are shipped 
in display carton. Marker 
retails for 99¢. Gleason 
Corp., Dept. BMM, 250 N. 
12th, Milwaukee 3. 

Circle No. 206 on Handy Cover Card 


The new Starflite pull for 
kitchen cabinets, furniture 
pieces and use in remodeling 
is available in all popular 
finishes. It is offered in the 
new Medalist Contract-Pak 
clear poly bag. Dealers re- 
ceive a free display board 
with each assortment of 5 
dozen pulls ordered. Nation- 
al Lock Co., Medalist Hdwe. 
Div., Dept. BMM, Rockford, 
Ill. 

Circle No. 207 on Handy Cover Card 
(continued on page 26) 
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Contractor and son—. 
The ‘‘Junior Partner” watches 
his firm build a good reputation 


and profit... with 


Sold to builders only through building supply firms 





... And when the lad actually becomes a member 
of the firm, that house just may be needing its 
first coat of paint! 

More and more builders are using more and more 
Hastings Aluminum Siding for the reasons above — 
and more. It costs no more to build better — and 
more permanently. In many parts of the country, 
Hastings Aluminum Siding can be installed for less 
cost than good quality wood with three coats of paint. 
There is much less waste of material. There is no 
painting time — no weather delay — and the Hast- 
ings pure Vinyl finish has a ten-year-warranty against 
chipping, cracking, blistering or peeling. 

Hastings Aluminum Siding is nationally advertised 
in leading building trades and consumer magazines. 
And, to help building supply dealers make even faster 


sales, Hastings makes available a full range of sales 
aids — and ships to dealers from distribution centers 
conveniently located in all parts of the country. 


HASTINGS 
APPROVED 


HASTINGS 


HASTINGS 


ALUMINUM PRODUCTS, INC. 


Hastings. Michigan 
_ PRODUCTS 


Hastings Aluminum Products, Inc. 

Dept. 5A, Hastings, Michigan 

Please rush me additional information on Hastings Aluminum 
Siding. 


—— S/d 
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Hardware. Store Business 


NEW PRODUCT PARADE 


(begins on page 24) 


Belt Sander 

A new 4” heavy-duty belt 
sander has high impact plas- 
tic handle and dustless sand- 
ing attachment. Weighing 
13% pounds, it’s powered by 
a motor developing 8 amps 
with a belt speed of 1,100 
surface feet per minute. Fur- 
nished with sander is a 10’ 
3-conductor cord and 3 as- 
sorted abrasive belts. Amer- 
ican Power Tool, Dept. 
BMM, 518 So. St. Clair, 
Toledo, Ohio. 
Circle No. 208 on Handy Cover Card 


Screw Anchor Wrench 
New wrench keeps any 
size Molly screw anchor 
from turning while being in- 
stalled in soft or brittle wall 
materials. It’s placed be- 
tween wall and cap of in- 
serted screw anchor. Cap 
prongs fit into grooves pre- 
venting anchor from rotat- 
ing as installer makes first 
few turns of screw with a 
screwdriver. Molly Corp., 
Dept. BMM, 230 N. Sth, 
Reading, Penna. 
Circle No. 209 on Handy Cover Card 


Tote Trays 

High-impact Tote Trays 
are vacuum formed in a 
neutral, buff-colored poly- 
styrene. The tray is avail- 
able in three sizes. It has 
a 1” x 2%” name card 
holder for identification pur- 
poses. The trays have many 
storage uses in home work- 
shops, schools, hospitals and 
gymnasiums. Washington 
Steel Products, Dept. BMM, 
1940 E. I1lth, Tacoma, 
Wash. 
Circle No. 210 on Handy Cover Card 


Plastic Screw Anchor 

Diamond’s new plastic 
screw anchors are molded 
of tough, weather-resistant 
Tenite butyrate. For use 
with either wood or sheet 
metal screws, they have a 
long-slotted inner end that 
compresses for easy inser- 
tion into a drilled hole and 
also permits maximum ex- 
pansion of anchor as screw 
is turned. Diamond Expan- 
sion Bolt Co., Dept. BMM, 
Garwood, N. J. 


Circle No. 211 on Handy Cover Card 


For more facts, 
use handy back 
cover coupon. 


A Concrete Surface 


Nu-Surface Concrete is 
especially designed for use 
on concrete as a non-slip 
agent and to stop spalling 
of concrete. It’s also ideal 
for cement floor patching, 
leveling floors and _ side- 
walks, tuck pointing and 
mortar repairs. Available in 
one gallon cans only (9 
pounds dry weight), retail- 
ing for $3.49. The Carbor- 
undum Co., Dept. BMM, 
Niagara Falls, N. Y. 


Circle No. 212 on Handy Cover Card 


Kwikset Keying Kit 

A kit, priced at $25, con- 
tains all necessary parts, 
shims and pins required for 
keying “400” Line and Im- 
perial Line locksets, cylin- 


der deadlocks, Entrance 
Handle locksets. mortise and 
night latch cylinders and a 
hotel-motel lockset. Dia- 
gram of contents is on kit’s 
lid. Kwikset Div., American 
Hdwe., Dept. BMM, 516 E. 
Santa Ana, Anaheim, Calif. 
Circle No. 213 on Handy Cover Card 


Small Screwdriver 


A new. small Phillips 
screwdriver, size 0, has been 
added to the P & C regular 
line, from No. 1 to 4 in 
size. It has an amber Tenite 
No. 2 plastic handle and 
steel bit. Tool is UL ap- 
proved. Handle is curved to 
fit hand. The new No. 473 
screwdriver is designed for 
use where the smallest Phil- 
lips screws are used. P & C 
Tool, Dept. BMM, Box 
5926, Portland, Ore. 

Circle No. 214 on Handy Cover Card 


Opens Stuck Windows 


A new Zipper tool opens 
stuck windows in a jiffy. 
Designated the WZ2, it con- 
sists of a wood handle and 
metal blade with serrated 
edges. It is said to unstick 
any window simply by in- 
serting blade between frame 
and sash and employing a 
rocking motion. Individually 
mounted on prepriced dis- 
play card. Red Devil Tools, 
Dept. BMM, Union, N. J. 
Circle No. 215 on Handy Cover Card 


(For more new products, see page 28) 
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sell iota to keep them alike! 


Two masonry walls: They can be 
twins in surface charm and solidity. 
Yet, one can be the better building 
investment—free of maintenance 
problems for important extra years. 
That’s the one built with Dur-o-wal. 

When you sell Dur-o-wal masonry 
wall reinforcement, you’re selling not 
just a structural device, but first-rate 
building investment protection —some- 
thing in which every man who puts 
money into building is naturally 


interested. Tell ’em! You’ll sell ’em! 

A wall reinforced every second 
course with Dur-o-wal has 71 per 
cent greater flexural strength than 
its unreinforced counterpart. With 
its trussed design, butt-welded con- 
struction, scientifically deformed 
rods, Dur-o-wal is considered the 
most practical thing of its kind by 
builders everywhere. A stock of 
Dur-o-wal is a good investment for 
you, wherever you do business. 


DuUR-O-wWwaL 


Masonry Wall Reinforcement and Rapid Control Joint 


RIGID BACKBONE OF STEEL FOR EVERY MASONRY WALL 


DUR-O-WAL MANUFACTURING PLANTS 
© Dur-O-wal Div., Cedar Rapids Block Co., CEDAR RAPIDS, 1k. © Dur-O-wal of Ill., 260 S. Highland Ave., AURORA, ILL. 


© Dur-O-waL Prod., inc., Box 628, SYRACUSE, N. Y. 


© Dur-O-wal Prod. of Ala., inc., Box 5446, BIRMINGHAM, ALA. 


© Dur-O-wal Div., Frontier Mfg. Co., Box 49, PHOENIX, ARIZ. © Dur-O-wal of Colorado, 29th and Court St., PUEBLO, COLO, 
© Dur-O-wal Prod., Inc., 4500 E. Lombard St., BALTIMORE, MD. © Dur-O-wal Inc., 1678 Norwood Ave., TOLEDO, OHIO 
@ Dur-O-wal Ltd., 352 Mac Nab St. North, Postal Station B, HAMILTON, ONTARIO, CANADA 


Circle No. 14 on Handy Cover Card 


Two engineered products that meet a need. 
Dur-o-wal reinforcement, shown above, and Rapid 
Control Joint, below. Weatherproof neoprene 
flanges on the latter flex with the joint, simplify 
the caulking problem. 





Hardware. Store = Tiel ot 


For more facts, 


NEW PRODUCT PARADE 


(begins on page 24) 


Aluminum Sign Line 

Carton assortment contains six each of 
17 different titles, 13 in size 7”x10” and 
four of 242”x10”, for a total of 102. En- 
tire line consists of 129 titles of alumi- 
num sheet which will not tear, rust or 
corrode. Minimum order is six each of 
the same titles or any assortment of the 
same size. 

The producer will furnish a free 
display carton with assortments totaling 
102 or more. Retail price is 35¢ for the 
smaller size sign, 55¢ for the larger. First 
display of six signs each of 17 titles has 
list value of $51.30. Dealer discount is 
available. Write Macklanburg-Duncan 
Co., Dept. BMM, Box 1197, Oklahoma 
City 1. 

Circle No. 216 on Handy Cover Card 


CEEOSS UP) vow commen 


Catalina Pull 
Is Introduced 

Amerock’s new Catalina 
pull with standard 3” centers 
and generous size bases is 
especially designed to hide 
marks made by old hard- 
ware. It is modern in design 
and available in five popu- 
lar finishes. Polished chrom- 
ium finish is only 29¢ re- 
tail; other finishes are 39¢ 
retail. A new display em- 
phasizing replacement value 
of the pull is available to 
dealers at a low cost of $9, 
which includes extra hard- 
ware for resale worth $14.60. 
Amerock Corp., Dept. BMM, 
Rockford, Ill. 


Circle No. 217 on Handy Cover Card 
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Labor-Saving Roofing Tool 
A handy new roofing tool is especially 
designed to save valuable labor time in a 
variety of roofing repair, renovation and 
demolition jobs. Called the Vernon Pry 
Bar, the hand tool consists of an in- 
sulated handle, a heavy steel bar and a 
flattened hard-steel blade. It is especially 
effective wherever its superior piercing, 
ripping and prying abilities are needed. 
Vernon Pry Bar sells for $20.88. 
Hirsch Fire Equipment, Inc., Dept. BMM, 
2859 E. 50th St., Los Angeles 58, Calif. 
Circle No. 218 on Handy Cover Card 


Under-Drawer Slide 


New under-drawer slide No. 1150 is 
easily adapted to various length draw- 
ers. Drawer needs to be only %2” shal- 
lower and %” narrower than drawer 
opening and drawer opening height needs 
to be only 5/16” greater than drawer 
height, says maker. 

The drawer slides are available in 
four standard sizes: 17”, 20”, 22” and 
24”. Tracks are easily cut to desired 
lengths for other sizes. Retail prices 
range from $1.50 to $2.18 per set. Slides 
are packed 10 pairs per shipping carton 
and include screws and _ instructions. 
They are available from hardware and 
lumber distributors. Knape & Vogt Mfg. 
Co., Dept. BMM, 658 Richmond, N. W., 
Grand Rapids, Mich. 

Circle No. 219 on Handy Cover Card 


use handy back cover coupon. 


Tile-Like Permanent Finish 

Tile-It, a new liquid coating, dries to 
a tile-like finish overnight. A two-com- 
ponent, epoxy coating, it is easily ap- 
plied by brush or spray over painted or 
unpainted surfaces such as: concrete, 
plaster, cement block, wallboard, ceramic 
tile, glazed block, wood, metal or mar- 
ble. 

Tile-It coating is available in two 
sizes: Standard Unit, for coverage of 
175 square feet; Small Unit, for coverage 
of 40 square feet. Tile-It is offered in 
a range of six colors plus black and 
white. It is available from building sup- 
ply and paint distributors or write mak- 
er. Minimum dollar investment for a 
distributor franchise is $250. For litera- 
ture, write to McDougall-Butler Co., 
e7 BMM, 2929 Main St., Buffalo 14, 


Circle No. 220 on Handy Cover Cord 


Modernization Kit 


A new modernization kit 
is designed to replace old 
mortise-type locks with a 
modern, efficient lockset. 
Called LocKit, it consists of 
two escutcheons, faceplace 
extension and strike plate. It 
fits locksets with 23%” to 
2 9/16” diameter roses. Re- 
places all escutcheons up to 
7%” in height. Larger es- 
cutcheon is available. Dexter 
Lock Div., Dexter Indus- 
tries, Dept. BMM, 1601 Ma- 
dison Ave., S. E., Grand 
Rapids 2, Mich. 

Circle No. 221 on Handy Cover Card 


January 16, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





















































AN UNSALARIED WORKER 
TO SELL YOUR CUSTOMERS 


Evanite 


rae 28 
ray 





EACH ITEM IS PRICED 
and attractively labeled in full color so 
that the customer browsing through the 
store can immediately determine the econ- 
omy of Evanite Hardboard along with its 
use. 


BIG 20” x 24” SAMPLES 


show actual surface, texture and thickness 
of panels. 5 samples from a choice of 9 
hardboard products. 


© PANEL 4 © VEE-PLANK @ VEE-SQUARES 
¢ DRIFTWOOD SMOOTH @ GARAGE LINER 
@ DRIFTWOOD PERFORATED © FABRI-TEX 
@ TEMPERED PANEL 4 ¢ TEMPERED PERFORATED 


NEW COLORFUL FOLDERS 


will give the builder or handy man many 
new ideas for interior and exterior walls, 
ceilings, accents, toys, etc. 


This Evanite Silent Salesman takes limited space, being only 12” x 22” 
at the base, and it rolls on wheels for convenience. Sells every minute 
with a full line of hardboard, and you make a full profit on the sale. 
Customers buy when they see, the actual samples, and this will speed 
your turnover . . . a colorful merchandiser that will increase your sales! 


OTHER POINT-OF-SALE AIDS 








Bright colored window or wall banners along with an “Authorized 
Evanite Dealer Sign’’ for your walls increases the impact of this display 
unit, We help direct customers to the Evanite Sample Display and turn 
the sale for you. 


SEE YOUR DISTRIBUTOR OR WRITE FOR COMPLETE DETAILS 


HARDBOARD DIVISION 
EVANS PRODUCTS COMPANY 
209 CREES BUILDING 


CORVALLIS, OREGON 
° We are interested in your new Evanite “Silent 
Please send us complete details with- 


out obligation. 


EVA S PR ¢ Db UCT 
> Vi F 
Bo ogee “OREGON 
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Help your customers to the best... 


QUALITY BUILDING 
PRODUCTS e @ @ 


MACKLANBURG-DUNCAN CO. 








imd} WEATHER STRIP 


In stainless steel or bronze. Complete packaged sets mean easier 
handling for you easier installation for customers. Each set 
contains sufficient Numeta! strips and accessories for one door. 
M-D Numetal door sets available with regular door bottoms or 
with any M-D threshold 


jmd} Jamb-Up voor weather strip 


Extruded aluminum and durable vinyl. Perfect for wood or metal 
doors. Comes completely packaged with necessary strip, nails, 
screws and instructions. Available with or without extruded 
aluminum and vinyl DV-1 Door Bottom 











UP when 
door opens 





door closes 


a _Mia-GARD Automatic 
| DOOR BOTTOMS 


Made especially for doors where bottom must clear carpet or 
rug. For all doors. Available with silvery-satin or Albras finish — 
will not rust or tarnish. Furnished in standard lengths... 28”, 
32”, 36”, 42” and 48” 


BUILDERS sois by av — 


Hardware, Lumber and Building —_qggaaant”” 
Supply Dealers 


1 th a ee 


Sj 





md) H-4 FOLD - BACK 
DOOR WEATHER STRIP 


Automatically spaces itself when properly placed against door 
stop. Economical packaged set for all standard doors. Aluminum 
or bronze—with any door bottom or threshold desired. Nails, 
screws and instructions furnished with each set. 





CASEMENT 
WINDOW WEATHER STRIP 


Easy to install on steel or aluminum case- 
ments. Slips over window flange. Style 
No. 1 is used on head and lock side or 
swinging edge of metal casement win- 
dows. Style No. 2 is used on hinge side 








Style No. 1] Style No. 2 





Oe Sus? gan 


md | On-GARDcoIL md 
| WEATHER STRIP i WEATHER STRIP 


All-metal strip in handy rolls. 8 The ‘‘original’ coil metal and wool 
widths in stainless steel or bronze felt weather strip. 17-ft. roll pack- 
Has built-in tension, embossed aged with nails and instructions 
nail zone and hum-proof edge Packed 12 rolls in free display. 


| DEALERS croee — 
f TODAY— your order will receive of 


Ea prdmpt shipment 


aa” 








Help yourself to more sales! 


for weather-snug homes! 
Se 


jmd, EXTRUDED THRESHOLDS 


Style AP-3% ... America’s most popular 
threshold with replaceable viny! insert. 
Note vinyl calking strips under each leg, 
which may be removed if the use of 
Nu-Calk Calking Compound is preferred. 
Available in Alacrome or Anodized Albras. 
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jmd} DOOR BOTTOMS 





M-D Numetal door M-D hasan duty ex- 
bottom. Extra thick truded aluminum and 
wool felt and heavy felt door bottom in 
gauge stainless steel, Alacrome or Ano- 
brass or aluminum in dized satin, bright or 
standard lengths brass colors, in all 
standard lengths 





imd| Nu-Koil 
WEATHER STRIP 


Features tough, durable viny| 
bulb edge combined with flex- 
ible, lifetime aluminum. Won't 
rust or corrode. Lasts indefinitely 
in any climate. Airtight seal is 
made when vinyl! bulb of Nu-Koil 


LEO OE Ne LEO LEE NE TILES RES OLE A ALT: 


M-D extruded alumi 
num and vinyl door 
bottom in Alacrome 
or Anodized Albras, 
available in all 
standard lengths 


ti eee 


imd. Combination 


DRIP CAP AND 
DOOR BOTTOM 


Complete in one unit. Style DCV 
for all exterior swinging doors, 
combines sturdy, extruded alumi 
num with tough, durable vinyl 
Aluminum drip cap sheds water; 
vinyl air-baffles touch against 
threshold to stop drafts, keep out 
dust. Also excellent for use as a 
Garage Door Bottom 





md. GARAGE DOOR 


WEATHER STRIP 


Seals all 4 sides of garage door! 
Sturdy extruded aluminum and 
durable vinyl that lasts a lifetime 
Exclusive design of vinyl weather 
strip seals out rain, snow, drafts, 
dirt. Made especially for overhead 
doors (both sectional and solid 
types) but may be used on almost 
every type of garage door. Pack 
aged sets in poly tubing include 
screws and instructions 


Seals All 4 Sides of Garage Door 











strip presses firmly against door 





or window. Easy to install. Comes 
in 17-ft. rolls, packaged with 


nails, instructions and nailing 

















gauge. 


Mic (ALK SPEED LOAD 


md CALKING COMPOUND 


World's finest calking compound, in loads 
with or without new plastic nozzle that can be 
clipped to 4 different size openings. Also in 
hand squeeze tubes or in % pt., to 55-gal 


drums 
MNu-Glaze 


Always sets to rubber-like con 
sistency. Clean, easy to handle 
Use and recommend with com 
plete confidence that it always 
GLAZING “stays put Packed in % pt., pt 
SUTTU ond qt. cans. 25, 50, 100 and 
; 880 Ib. drums 


(md) GLAZING COMPOUND 
inal 
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“WALKS” WHEELS OVER 
.. TRUCK-BUSTING BUMPS! 





*HEVROLET 






FRONT 





\ INDEPENDENT SUSPEN 
bs Hu \ 
] 
} 
/ 
/ 4 
/ Chevrolet truck wheel action on rough road surface, 


as depicted by 4-stage stop-action photography 





Sa 








“WALKING WHEELS” KEEP CHEVY IN COST-SAVING SHAPE! 


CHEVROLET 12S... 
PROTECTS YOUR PROFITS 
THESE THREE WAYS: 


1 Rides down high maintenance costs. When a bump looms up, Chevy’s independently suspended front 
wheels ‘“‘walk”’ right over it. Most road shocks and jolts never reach the chassis, cab or body. The truck 
rides smoothly, takes less of a beating, stays in cost-saving shape longer. Your income doesn’t dribble away 
in big repair bills. And you don’t lose money through excessive downtime, either. 





2 Rides cargoes over rough spots with less damage ... minimum loss. Thanks to those same “walking 
wheels,” loads don’t do much bouncing in the body of a 61 Chevy truck. That means you don’t have to 
contend with undue cargo damage that eats away at your earnings. (Chevy’s load-tailored rear suspension 
helps protect cargoes, too.) This sure protection for fragile }oads—and profits—is standard in 1961 
Chevrolet trucks of every weight class. 





3 Rides drivers through with less fatigue—for tighter schedules. Wait till you see how Chevy front wheel 
action works to eliminate tiring shimmy and steering-wheel fight. It means that the man at the controls 
can stay there longer with less fatigue—stay on schedule and do a bigger day’s work. (Another reason 
you can look for faster schedules is that Chevy’s bump-beating wheel action allows faster safe speeds on 





rough roads.) 


That gives you an idea of how Chevy Independent Front Suspension works to move you ahead in the 
money-making department. And it’s available in 165 Chevrolet models for ’61, from new Corvair 95’s to 
36,000-Ib. GVW tandems. Check it out with a demonstration ride at your Chevrolet dealer’s, sometime 
soon. ... Chevrolet Division of General Motors, Detroit 2, Michigan. 


INDEPENDENT FRONT SUSPENSION I-BEAM AXLE DESIGN 


In Chevy, each front wheel, suspended independ- 
ently, is free to step cleanly over bumps (see 
left). Each works smoothly to reduce objectionable 
jolts so characteristic with I-beam axle design 
(right). Working with load-tailored rear suspen- 
sions in every weight class, |.F.S. provides the 
basis for profit-protecting performance that’s 
unmatched by I-beam axle trucks. 


1961 CHEVROLET STURDI-BILT TRUCKS 
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Hardware. Store Business 


"MATERIAL CORE 











NEW STORE on heavily-trave'ed street has ample paved parking area. Physical layout includes centralized bookkeeping and esti- 
mating offices, also six decorator-designed offices for top executives. 


New Store goal is balanced market... 





Contractor Firm Goes for Consumers 


* Even split between contractor and consumer business is goal of Bader 
Building Materials Corp., Gary, Ind. Big-ticket remodeling sales will cen- 
ter around kitchen department (pictured on cover of this issue) with spe- 


cial displays and personnel. 


® Former Montgomery Ward manager heads Bader's new retail store. 
* Better profits, faster turnover is expected from new, centralized manage- 


ment control for six-yard operation. 


ORE THAN A NEW STORE lies behind the glass 
and brick facade of the Bader Building Materials 
Corporation, Gary, Ind., which opened last month. 

New thinking in merchandising and management is in- 
tended to make the 54-year-old six-yard organization as 
efficient as the new physical layout. 

Charles W. Bader, president of the corporation, after 
40 years of concentrated selling to industrial and con- 
tractor accounts, has decided on an equally concentrated 
sales effort to the consumer as well. This was not an over- 
night decision. 

Five years was spent studying new stores and retail 
Operations across the country. Architects, merchandising 
experts and interior designers were called in for consulta- 
tion. The result is not only a new store that will display 
“big ticket” items as well as pickup merchandise to the 
consumer, but a more efficient operation to serve con- 


tractor customers, who still account for the bulk of Bader’s 
volume and profits. 

Streamlined operation. Operating under new procedures, 
all management decisions originate in central headquarters, 
where the decorator-designed offices of top Bader execu- 
tives are located. 

By title, yard managers are now yard supervisors. They 
no longer have responsibility for their complete opera- 
tion. That responsibility is concentrated in H. A. Roy, 
vice-president and operations manager, a 40-year veteran 
in the Bader organization. 

New policies restrict the buying authority of the yard 
supervisor to an item required for a special order, not to 
fill inventory needs. All purchase requisitions have to clear 
through Roy’s office. Inventory will be kept in line with 
sales in an effort to get a better turnover. Construction 

(continued on page 36) 
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SALE! 18-PIECE SKA DRILL KIT .. idea! Christmas Gift! 
GRAND OPENING 


SPECIAL! 


DeWALT 





SALE! 6” DELUKE Sai SAW 


$34°5 
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THREE FULL PAGES in Gary Post-Tribune 
promoted dozens of specials, concentrat- 
ing on power tools and hardware items, 
for Bader’s three-day grand opening 
sale. Hundreds of visitors registered for 
free prizes. Gimmick compelled registrant 
to visit every part of the store and reg- 
ister in each separate location for over 
a dozen prizes. Top prize was a radial 
arm saw worth $329.50. Children re- 
ceived free candy. Opening promotion 
also included searchlights, combo band, 
direct radio broadcasts from the sales 
floor and special demonstrations by man- 
ufacturers’ representatives. Sales for the 
period far exceeded expectations of Ba- 
der executives. 





jobs will be serviced from the particular yard location 
which is most convenient and economical. No hiring, 
except for transient labor, will be done by yard super- 
visors. 

“Our goal is better profits, better turnover and better 
service to the public,” declares Roy. “We will have one 
set of signals for all six yards.” 

Under the new arrangement, all merchandise for the 
Bader stores will be delivered to the new headquarters 











yard for inventory stock control and pricing. Product lines 
and prices will be standardized in all the stores. 

New product selection is made following the recommen- 
dation of merchandise manager Charles Lennertz and 
upon advice of department heads. Dozens of products new 
to the Bader organization are being displayed in the new 
store. They include plumbing fixtures and accessories; wa- 
ter heaters; fireplace accessories; extensive lines of hand 
and power tools; and specialty items like sliding glass walls. 





POWER AND HAND TOOLS are given major display space at Bader's. Variety ranges from 
tools for specialized craftsmen to home handyman. Power tool demonstrations will be fea- 
tured. Opening special resulted in sale of over 125 portable drill and saw units and about 


25 radial arm saws at $249 apiece. 


IDEA CENTER includes variety of paneling on swinging dis- 
plays. Mrs. C. W. Bader, left, and friend study full-sheet sam- 
ples. 


PePrrrertt: 
FIT 
Lily 
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SELECTING PAINT COLORS is easy with color-mixing machine 
installed in 700-square foot paint section. Note angled shelves 
for easy inventory, neat display. 


MANY SPECIALTY PRODUCTS have been added to the Bader inventory. These include sliding 
glass window walls, water heaters and plumbing fixtures and fireplace accessories. Fireplace 
screen sales totaled over $3,200 during three-day opening. 
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Merchandising expert. Merchandising manager Lennertz 
held a similar position in Montgomery Ward's big store in 
Gary. He has had almost 20 years of merchandising 
experience in hardware and related fields. The scientific 
stock control system installed by Lennertz will eventually 
be adapted to 80% of the 30,000 items in inventory. 

Under the perpetual inventory system installed by Len- 
nertz, a close tab will be kept on inventory stock and 
non-moving items will be marked “do-not-stock” at the end 
of three months. 

Bader is edging into the home improvement. business, 
first with packaged kitchens which have been promoted 
for some time. The new store will have three model kitch- 
ens in three price ranges. 

Carl Jenkins is the firm’s kitchen specialist who does 
the layout and materials estimating for the job while the 
labor side is handled by one of the firm’s remodeling 
contractors. 

Branch stores as weli as the headquarters store will be 
refurbished and paint colorizer machines and portable 
power tools installed as the first step in building con- 
sumer Sales in all locations. 

A 30,000-item roto index will be available in each store 
to enable personnel to determine quickly whether a re- 
quested item is in inventory and its retail price. 


New contractor emphasis. While new emphasis is being 
placed on expanded consumer sales, contractors will benetit 
from new and improved services. 

One corner of the new store, with a separate entrance 
facing the yard, has been set aside for contractor service. 
This is away from consumer store traffic. Contractors 
as well as new home customers will be impressed by the 
12’x32’ conference room furnished with a stylish table, 
contemporary furniture and wall paintings that effect a 
decor especially planned for this type of visitor. 

As the result of adding new lines, contractors will 
find Bader Building Materials Corp. nearer a one-stop 
service than ever before. One of the Bader yards has 


long furnished hard materials—sand, gravel, brick and stone 
—to customers. The corporation’s millwork division has 
made available both custom and standard millwork. 

Besides estimates on lumber and millwork, contrac- 
tors will now get estimating service on builders’ hard- 
ware, plumbing, electrical items and paint. 


Profitable contractor business. Bader has built its reputa- 
tion and volume on big industrial accounts, contractor 
(both residential and commercial) and sub-contractor busi- 
ness. Seven full-time salesmen under sales manager Rich- 
ard C. Briggs are kept busy in this field. They work on 
a salary plus profit-sharing plan. 

By tying in hard materials, millwork and general build- 
ing materials lines to such services as take-off, delivery 
and ability to carry approved contractors to job comple- 
tion, Bader has built a substantial contractor business on 
service against price. 

“We sell the contractor on the profits he’s going to 

(continued on page 38) 





New Store Facts 

Headquarters and principal retail store of the Bader 
Building Materials Corp. are located in a combination 
store-office building on 4% acres at 5185 Broadway on 
Route 53, a heavily-traveled north-south highway in Gary, 
Ind. 

Building is 60’x192’ with an attached warehouse 
110’x320’. Architect was Beine Hall & Curran. Inc., 
Gary. Decor and furnishings for private offices was done 
by Ken Baker & Associates. Chicago. 

Sales area occupies 4.800 square feet and includes ma- 
jor areas for new kitchen sales; paint and paint accesso- 
ries; hand and power tools. 

Major building materials in the air-conditioned glass- 
front store are concrete block, brick, laminated beams, 
4x6 matched decking and a sprinkler system throughout. 











_ % 


TOP BADER EXECUTIVES include C. W. 
(Chick) Bader, president, seated; left to 
right, A. J. Hayes, treasurer; Charles 
Lennertz, merchandise manager; H. A. 
Roy, vice-president and operations man- 
ager. 


CONTRACTORS’ DEPARTMENT is segregated from store traffic 
and has separate exit to yard. Jerry Mclean, yard manager, is 
behind the desk. 


SALES AND ESTIMATING HEADQUARTERS for the six yards is 
located in this 22’ x 53’ office. Richard C. Briggs, sales man 
ager, sits at first desk. 
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_ aie now to 


Brother who sells 


LOWE BROTHERS PAINTS 
gets plenty big benefits: 


PICTURE PACKAGES 


NATIONAL ADVERTISING 
(POST, LOOK, AMERICAN HOME) 


LOCAL ADVERTISING 
POINT-OF-SALE DISPLAYS 

STORE IDENTIFICATION 
COMPLETE COLORMETER SERVICE 
HEAP MORE! 


write for details... 
THE LOWE BROTHERS COMPANY 


DAYTON 2, OHIO 
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CHECKOUT COUNTER in new Bader lumber store is located 
near the entrance. Products are price-marked to encourage 
self-selection. 


get doing business with us, not on price,” explains Briggs. 
“We work on the theory that no salesman is any better 
than the total effort behind him. 

“That means a coordinated organization that will place 
materials on the job as scheduled and special inventories 
for industrial and commercial accounts. Close contact 
is kept with ‘big generals,’ even when a job isn’t on the 
horizon. 

“We don’t sell 2x4’s,” asserts Briggs. “We sell people 
and we make every effort to please outside cutting price.” 

Bader does no contracting in new homes or home 
improvements. Stock plans are available and prospects 
for custom homes are turned over to recommended ar- 
chitects and contractor customers. Financing help is ar- 
ranged. 

Store management. Products are priced and depart- 
mentalized on the M&D fixtures. Self-selection is encour- 
aged, but a staff of 10 is available to counsel and service 
customers. 

The new store has division managers in paint, elec- 
trical, hardware, plumbing and power tools. In addition, 
there is a kitchen division and a receiving division man- 
ager. 

Each division manager is responsible for stock control 
and sales within his department. Each division will be 
budgeted on the basis of its sales record and payroll 
control sheets will determine whether volume justifies the 
assigned personnel. A sales goal is established for each 
department. 

Comparison shopping will be done monthly on major 
items to determine whether prices should be increased 
or decreased. 

The Bader stock check list is broken down according 
to buying sources. Nearly all items are purchased on a 
direct shipment basis. A monthly inventory check will be 
maintained in all Bader yards. Each yard has a set of 21 
stock control books. 

A variety of credit plans, including ABC and revolving 
credit, will be available together with credit cards and lay- 
away plans. 

Merchandising manager Lennertz is shooting for a 
minimum of 4.5 turns on inventory with six turns on 
some items. These estimates are based on his past mer- 
chandising experience. Vice-president Roy hopes that con- 
tractor and consumer business will eventually balance 
each other. 

By combining its expanded service to contractors with 
an accelerated merchandising program in the new store, 
Bader Building Materials Corp. has the flexibility to de- 
velop new business and meet changing market conditions 
as never before. 
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ALSYNITE ADVERTISING IS BIGGER THAN- 


Today Alsynite, the first and finest name in the translucent panel industry, launches the 
most powerful year-long selling and advertising program ever seen in the field. 32 million 
LIFE readers will be exposed to the Alsynite story through the 2-page 4-color spread 
you'll see when you turn the page. And that’s only the beginning! Read the ad, then look 
at the back for news about how the Alsynite program can help you, too. 























DECORATIVE accents of daylight, 


softly tinted by 
Alsynite, add a modern touch of elegance to interiors. 


RCI’S REINFORCED TRANSLUCENT PANEL 
WON’T SHATTER, WARP OR ROT 


Light streams through translucent Alsynite—yet it can’t be seen through. It 
transmits diffused glare-free light—provides privacy without darkness. 


Alsynite is shatterproof—resists normal conditions of heat, cold or dampness. 

Alsynite is reinforced with millions of glass fibers—won’'t shatter, warp, chip, peel 

or rot. Alsynite is the modern material—suited to a multitude of remodeling or 

yuilding ideas. Very light in weight, exceptionally strong—permitting its use wi a er TICE RAT 

building idea r) light in ight x eptionall) trong—permitting its us¢ with TRANSLUCENT for skvlights, sidewalls. storefronts. 
minimum supporting structure. Easy to install—inside and out. signs. In corrugations, patterns, and flat surfaces. 


Alsynite is yours in a variety of sizes, textures, patterns and colors. Best of all 
it’s lovely to look at—especially with the light coming through it. Alsynite quality 
is backed by the oldest firm in the field and the world-wide resources and reputation 
of RCI, one of the great names in chemistry. See Alsynite at your nearest dealer, 
listed in the phone directory yellow pages under plastic products. Or for more 
information write Alsynite. 


ALSYNITE 


TRANSLUCENT PANELS 4 DIVISION OF REICHHOLD CHEMICALS, INC 


SHATTERPROOF Alsynite in greenhouses resists hail; 


diffused light promotes plant growth. 


PRIVACY with eauty; Alsynite fenc. LIGHTWEIGHT Alsynite requires a minimum of structural FILTERED light and low maintenance features make 


ing can be easily cleaned by hosing it. support because of its great strength—ideal for patios, carports. Alsynite the architects’ choice for schools. 





ALSYNITE BACKS YOU WITH THE BIGGEST ADVERTISING 
PROMOTION EVER CREATED FOR ANY TRANSLUCENT PANEL 


143 pages of Alsynite advertising in 26 top magazines with a combined circulation of more than 18 million. 


YOU CAN PROFIT THROUGH THIS TREMENDOUS PROMOTION! 





This important promotion is the big news of the year for anyone who handles, Lr, ar eas 
uses or recommends translucent panels for new building or remodeling. YQ ALSYNITE’ 
be? 


Alsynite is the quality brand, the first and most respected name in the 4 
entire industry. It is the line you can be proud to handle or recommend— 
and Alsynite will be conducting the strongest advertising and sales pro- TRANSLUCENT PLASTIC PANELS “© 


motion the industry has ever seen. This powerful program features 4-color 
advertising in major trade and consumer publications all year—and is 
backed up with a full promotional package for dealers. If you haven't yet 
learned the details of the Alsynite program, mail the coupon below. 


Alsynite, Inc., San Diego 9, California 

Attention Dept. AL-161: Please send me more details on Alsynite’s 1961 
Promotional Program for the 

[] Builder [] Architect [J Dealer [J] Decorator 





Name 





Firm 
Address 
City Zone State 











A LESSON IN MERCHANDISING 


Hardware. Store Business 


Dealer's Promotion Savvy Triples 
Sales in an 18-Month Period 


Ohio firm finds that advertising and demon- 
strations for handymen also help get business 
for company’s contractor salesmen. 


TOLEDO. 

HEN WESLEY D. DUECHE became president 

of Gallant Lumber Co. in January, 1959, sales 

were less than $500,000 and dropping each year. Today, 

just two years later, the firm has sales of over $1 million 
annually. 

What’s more important, the volume is well balanced 
between builder and consumer business. All the eggs 
aren’t in one basket. Pickup cash store sales are about 
20% of the total. Of the remaining 80%, for which de- 
livery is made, 75% is made to contractors and 25% are 
big-ticket orders from consumers. 

Gallant Lumber has advanced on all fronts during a 
time when the market generally has been in decline. 

Probably the most important reason for this growth is 
the firm’s advertising and promotion. Consistent consumer 
merchandising, including a new pickup store, put the com- 
pany “on the map.” This brought in profitable homeowner 
business. But consumer advertising had other benefits— 
the promotion of the Gallant name also helped the firm’s 
oe salesmen gain a strong foothold in the builder 
field. 

Store sales. Display space at Gallant has been increased 
from 2,000 to 7,000 square feet. This isn’t a supermarket 
by any means—but it contains all the elements of a 
profitable homeowner shopping center. 

“Every employe had a chance to help plan our new 
displays,” said Virgil Bastian, manager. “It includes a large 
hardware center, a tool storage center, a tool rental dis- 
play, a complete color planning and paint center, a kitchen 
installation, a millwork center, a Clear Air furnace and 
air conditioning filter display and many other specialized 
homeowner departments.” 

Advertising. Gallant has a widely-diversified advertising 
program costing about $10,000 a year. 

In addition to larger ads placed frequently in the daily 
and neighborhood weekly press, Gallant periodically spon- 
sors a two-hour radio program originating from its store. 
The firm buys radio and TV spots; sponsors a bowling 
team, which gets publicity in the sports pages; runs classi- 
fied ads for special sales; lists its name in telephone books 
of outlying communities; sends 2,000 promotion pamphlets 
to contractors and other customers each week. 

Gallant spent $3,500 on an open house promotion in 
August, which drew 10,000 people and has helped raise 
average gross sales by $10,000, according to Manager 
Bastian. 

“Twenty-four suppliers set up displays and demonstra- 
tions of new products and we gave away several hundred 
dollars worth of coffee, soft drinks and small prizes in 
the week-long promotion,” he said. 

The suppliers included Weyerhaeuser Co.; U.S. Plywood; 
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Georgia-Pacific; Owens-Corning Fiberglas; Celotex; Arm- 
strong Cork and DeVoe Paints. 

Saturday shows. Sales and demonstrations are sched- 
uled almost every Saturday morning to catch the do-it- 
yourself crowd. Recent events have included a truckload 
sale of Fiberglas insulation; demonstrations of new dec- 
orative ways to use wrought iron; acoustical tests of ceil- 
ing tile; and spray tests to point up the water repellent quali- 
ties of siding. 

The company paid $1,594 for its truckload of O-C 
Fiberglas insulation. At sale prices the shipment brought 
a profit of $398. It drew countless sales in the yard’s other 
departments. 

Contractor service. With the help of these promotions, 
primarily aimed at consumers, the Gallant Lumber Co. 
has been able to purchase two new yards and tap the 
contractor market in Toledo. 

To handle the increased business in builder sales, Gal- 
lant recently added two new dump trucks, a roll-off truck 
and two fork lift trucks, as well as a new automatic 
accounting system. Sales meetings with contractors are 
conducted regularly. 
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SPECIAL SATURDAY PROMOTIONS are among the merchandis- 
ing ideas which have built the Gallant Lumber Co. name in 
Toledo. A two-hour radio program is often sponsored from the 
yard to spur traffic. Above, disk jockey Joe Weaver of Station 
WTOL interviews Gallant manager Virgil Bastian, center, and 
purchasing director, Carl Robison, about a truckload sale of 
Fiberglas insulation. 
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NEW CANADIAN SHOWROOM has glass and redwood ing items will be displayed on concrete apron, foreground. 
front and uses wood laminated beams inside. Outdoor liv- Showroom visited by U.S., Canadian and Australian dealers. 
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Hardware Store Business 


A MERCHANDISING PACE-SETTER IN CANADA 


Showcase for 


Home 


Improvement 


Packages 


Store with flexible model rooms and professionally- 
designed product displays has brought new big-ticket 
sales for Ontario dealer, in city of 60,000 
population. It’s one of the most complete one-stop 
Home Centers in either Canada or United States. 


OSHAWA, ONTARIO. 

OR YEARS, Canadian dealers 

have turned south of the border 
when they wanted to see the newest 
and best retail stores in the building 
materials industry. 

That trend was reversed several 
months ago in the case of one dealer in 
Oshawa, Ont., who has entertained 
fellow dealers from Australia, Chicago 
and many points between. 

These visitors come to Oshawa 
Wood Products, Ltd., to see and 
photograph special product fixtures 
and displays never available before, 
but which are now being incorporated 
in dealer showrooms in this country. 

Faced with a rebuilding job after a 
disastrous fire in 1952, the Canadian 
firm turned to James N. Lindenberger 
& Associates, architectural consultants 
to Building Materials Merchandiser, 
who have designed many new stores 
throughout the country. 

Construction problem. The problem 
was to tie a 3,300-square foot addi- 
tion to a remodeled 1,700-square foot 
building and integrate the departments 


January 16, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 


and displays for an all-new operation. 

Wood laminated beams were used 
to span the 48-foot showroom addi- 
tion. These beams lie beneath the ac- 
coustical tile ceiling which hangs be- 
low the conventional joist and deck 
roof. 

Side and rear walls are concrete 
block. The front wall is glass and red- 
wood. The floor is white terrazzo fin- 
ish on a concrete slab on fill. Heating 
is oil-fired overhead forced warm air. 
Lighting is by means of continuous 
fluorescent strips providing 50-foot 
candlepower at table height. 

Special fixtures designed. Displays 
ranging from  completely-furnished 
model rooms to product displays were 
designed by Lindenberger and _his 
draftsmen for the showroom. Fixture 
plans are now available for insulation; 
wall and ceiling tile; hardware; roof- 
ing; and siding. 

Two of the 15 flexible model room 
plans (described in the Nov. 7, 1960 

(More pictures on next page, 
text continued on page 48) 
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PLANNING CENTER brings literature, 
scale models and ideas together in one 
place on floor-to-ceiling slotted stand- 
ards. Note model steel-frame structure. 
Windows on pull-out tracks can be 
viewed in background. 


Showcase for 
Home 
Improvement 
Packages 


(begins on page 44) 


" ofanatapitan ada 


4 


ROOFING, SIDING, GUTTERING AND PANELING displays are 
combined, with storage space for samples. Products are identified 
and priced. Note fixture is off floor for easy maintenance. 


LOCKSETS and cabinet hardware are mounted on perforated 
hardwood, affixed to floor-to-ceiling posts which are hand re- 
volved. Perforated board also used for metal specialties in back- 
ground. 





CONSTRUCTION PRIMER is seen in this display, which en- _ sill, joist; cross-bridging, solid bridging; gypsum lath, cor- 
ables prospective customer to see basic products and build- ner bead, batt insulation, loose insulation; gypsum sheets; 
ing elements in use. Identification list includes studs, plates, three types of joint application and oak flooring. 


~ 





4 


MODEL ROOMS, completely furnished, use steel-slotted studs and full-size sheets of prefinished ha-d- 
wood plywood so that samp'es can be changed with no waste in materials and in minimum time. Plans 
for 15 different flexible model rooms are now available from the architect who designed the Oshawa 
store. Boy's room shown above. 


(Continued on next page) 
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PAINT AND SUNDRIES are tied together in a major department featuring 
a color-tinting system in Oshawa Wood Products store. Note panels for 
brushes and rollers. Islands hold wood preservatives and finishes, mason- 


ry and other specialty products. 


FOUR PATTERNS OF CEILING TILE are mounted on hardboard 
and exhibited on butterfly roof. Additional mounted panels, 
nine squares to a panel, are stored in cabinet below and can 
easily be inserted overhead. Floor tiles are mounted the same 
way with boxes of loose tiles to allow customers to form their 
own designs. Swinging fixtures for paneling display are in 
background, adjacent to built-in garage door sample. 





Home Improvement 
(begins on page 44) 





issue of this magazine) designed by 
James Lindenberger were used at Osha- 
wa for the first time. They are a 
library-den room and a boy’s room. 
These will soon give way to two new 
room settings made possible by the 
use of steel-slotted studs placed just 
over 4’ centers and utilizing full- 
size sheets of prefinished hardwood 
plywood, perforated metal and hard- 
boards clipped between the supports. 

This flexibility of design allows a 
quick room change while used ma- 
terials can go back into stock undam- 


48 


aged. These flexible room designs are 
now being installed in new showrooms 
in Illinois, Florida and Minnesota. 

Oshawa’s two flexible model rooms 
and two major kitchen displays, each 
12’ x 12’, help sell big-ticket jobs. 
Closely related to these displays is the 
planning center, “a far cry from the 
limp literature racks” still found in 
too many dealer showrooms, Linden- 
berger says. 

The Oshawa planning center is as 
modern, yet practical, as imagination 
can miake it. Slotted steel poles are 
supports for slanted racks of litera- 
ture and scale building models. Cus- 
tomers can browse through plan books 
and study working models with allied 
building materials all around them. 


New hardware fixture. One unique 
fixture shows hardware to the best 
advantage in an eye-catching setting. 
Locksets, cabinet pulls and hinges are 
mounted on colored sections of free- 
form perforated hardboard, which in 
turn are attached to wood columns 
(see illustration). 

Both the individual displays and the 
wood columns revolve, giving makxi- 
mum product exposure. The number 
of displays on each column is easily 
adjustable. 

Paint and accessories is one of the 
major departments, affording a tint- 
ing system which enables the house- 
wife to quickly match home acces- 
sories with any color. 

Customer response. Situated five 
miles from the center of Oshawa on an 
elevation all by itself, the new show- 
room is a merchandising beacon that 
attracts customers nights and week- 
ends when the store is closed, as well 
as during store hours. 

Sales results, according to vice-presi- 
dent W. G. Henry, have already proved 
the effectiveness of the new display 
area. While most other dealers in the 
area suffered a volume decline last 
year, Henry expects Oshawa Wood 
Products, Ltd., will show that 1960 
was as good a year as °59. 

An especially good increase has been 
noted in kitchen sales. Besides handling 
the complete kitchen job with its own 
crew, Oshawa has sold materials for 
many do-it-yourself kitchens. Oshawa 
(pop. 60,000) is the General Motors 
production headquarters in Canada 
and qualified homeowner mechanics 
have enough spare time to improve 
their homes. 

Oshawa has a number of home im- 
provement jobs going all the time— 
garages, room additions, recreation 
rooms—and two outside salesmen are 
kept busy following leads. Oshawa has 
its own cabinet shop, primarily a cus- 
tomer service rather than a profitable 
sideline. The firm, which builds and 
sells new homes, has started a land 
development program as a further tool 
in Dealer Sales Control. 

Special advertising. A 16-page spe- 
cial newspaper co-op section featur- 
ing many three-day specials and the 
store’s services, products and person- 
nel attracted a big crowd to the grand 
opening. Top prize was an_all- 
expense paid week-end vacation for 
two in New York City. 

Both newspaper and radio advertis- 
ing are used regularly. Store employes 
describe products and services in taped 
radio programs. One unusual radio 
program features local housewives, 
who describe the virtues of their new 
Oshawa kitchens to a woman inter- 
viewer. 

Oshawa Wood Products, Ltd., also 
operates a downtown store (60’ x 15’) 
with full basement. Organized by J. C. 
Found, president, as a woodworking 
business with three employes in 1931, 
the firm now has 42 employes, includ- 
ing 14 who have been with the firm 
at least 10 years. 
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Hardware - Store Business 
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2 Strong Simple Lines and Plenty of Plate Glass Feature 
the Store Front. Brick and Steet Construction. Big Park 
ing Lot Holds 60 Cars 


Tc coreeineae 


EXTRA! 12 BIG PRIZES 


E DETAILS BELOW 


BARGAIN BULLETIN 


WOBOEe FO RUE RoR = 3. *) _sBtrrta FoR 


BIG GRAND OPENING CELEBRATION 
_AT HILL-BEHAIN'S NEW SUPER Rone 
sn 


MON., AUG. 22 THROUGH SEPTEMBER 30 | 


my 


r 
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ANNOUNCEMENT BROAD- 
SIDE shows Hill-Behan's new 
building and parking lot. 
The bargain bulletin offers 
details of prizes and gifts. 
Inside pages and back page 
were chock-full of traffic- 
building opening bargains— 
lumber, millwork, plywood, 
paint, hardware and spe- 
cialties. 











HILL-BEHAN OFFERS 3-YR. ais 
INSURED PAYMENT PLAR WELVE VALUABLE CONTEST PRIZES! 
weep eahigte NOTHING TO BUY! EASY TO ENTER! 

“pals Sapte And’¥a) Set A'fooy Bre ie WATCH FOR THE 
FLYING BALLOONS! 


‘810 S. Highway TO Florissant, TE. 7-3544 


Big Splash Launches Suburban Center 


Unique promotional ideas draw homeowners into 10th major 
retail building materials and hardware store opened by Hill- 
Behan in St. Louis area. The 16,400-square foot unit is designed 
for self-service with central checkout. 


FLORRISANT, Mo. to 1,000 curious area residents, the those who shopped during the month- 


OUPONS-CARRYING BAL- 

LOONS helped generate the lift 

to get Hill-Behan Lumber Company’s 

new retail store off the ground in this 
St. Louis suburb. 

Dropped from a low-flying plane 


balloon coupons were redeemed for 
hammers, rulers and aprons for the 
grand opening of H-B’s 10th outlet in 
metropolitan St. Louis. 

Hundreds of attendance prizes were 
awarded opening-day patrons and 
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long sale. Winners of the “Why I Like 
the New Hill-Behan Store” essay con- 
test received a power mower, power 
saw, paneling for a room, enough 
ceiling and floor tile for an 8’ x 12’ 

(continued on page 50) 
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BIG SPLASH 


(begins on page 49) 





room, enough exterior paint for a 
five-room house, louver doors, garden 
hose, coffee-maker, brazier and gal- 
lons of paint. 

Heralded by newspaper and broad- 
side advertising, the 16,000-square foot 
building also aroused interest among 
the 35,000 area residents. Built in 
T-shape on a two-acre tract adjacent 
to a shopping center, the store em- 
phasizes both lumber and hardware 
products. Cross of the T—the hard- 
ware section—is separated from the 
lumber area by a huge glass wall. 


FLORISSANT BRANCH of Hill-Behan chain has park- 


ing for 66 cars, as seen in exterior view. Division be- 


tween lumber store [background in view above) and 
hardware department is through glass partition. Self- 


Construction of Hill-Behan’s new 
store, one of 21 in Chicago, New 
Orleans and St. Louis metropolitan 
areas, took six months following an 
18-months planning period. Space for 


66 cars is provided in front of the 


store with additional parking area at 
the sides. Six 8’ x 7’ doors provide easy 
customer access to lumber. 

Sales area. Designed for self-service 
retail drive-in trade, the front 120’ x 
80’ section displays hardware, house- 
wares, paint, tools and building sup- 
plies. A 200-square foot area near the 
glass wall provides checkout, credit 
and office space. 

Lumber is stacked in vertical steel 
frames on 20’ centers in the 6,400- 
square foot lumber and plywood self- 


selection is urged in both sections. Main checkout 


service area at the rear. Also servicing 
contractor customers, Hill-Behan su- 
pervises home improvement jobs after 
the customer chooses his own contrac- 
tor and materials. 

Flexibility. Store shelves can be 
moved up, down or out of framing as 
necessary. Displays are on castered- 
pallets for mobility. Extra cash regis- 
ters, in addition to the main checkout 
counter, are mounted on rolling stands 
for movement to peak traffic areas, ac- 
cording to store manager Vincent 
Schwalbe. 

H-B_fabricates windows, doors, 
screens and most millwork items. New 
store hours are 8:30 to 6 Monday 
through Saturday except Friday, when 
the store remains open until 8:30 p.m. 


counter (foreground) in hardware store is backed by 
credit desks. This supermarket points up advantages 
of building materials dealer in one-stop retailing, 
drawing suburban family shoppers. 
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MASS ISLAND FIXTURES for hardware are similar to 
many food supermarket layouts. Aisles lead toward 
checkout counter. Note 4” pipe columns supporting roof 
and steel bar joists supporting corrugated roof decking. 











LUMBER, PLYWOOD self-service section has stocks stored 
vertically in steel frames on 20’ centers. Sheet bins at 
left. Scene is looking toward hardware section at rear. 
Natural lighting is provided by corrugated plastic sheets 
in each bay. 


PREFAB GARAGE doubles as a display 
and special cutting area. Big-ticket pack- 
ages are sold from Hill-Behan supermar- 
ket; company offers home improvement 
financing with insured payment provision. 


Construction Details 

Steel-framed 120’x180’ front section has 24’ bays with 
roof beams supported on eight interior 4” pipe columns. All- 
steel framing is exposed and painted, while steel bar joists fill 
in between the beams and support the steel corrugated roof 
decking which is exposed on the underside. 

Exterior walls are concrete block covered with face brick on 
the building front. Front wall also utilizes large glass areas, 
colored aluminum corrugated siding and a 6’ front overhang. 

Front store area lighting is provided by 12 rows of 96” 
open-tube fluorescent fixtures. Recessed spots along front wall 
and under canopy provide high-level illumination along win- 
—s and spotlights atop building corners illuminate the park- 
ing lot. 

Natural interior lighting is provided by six corrugated plas- 
tic sheets in the roof of every bay. This is augmented by four 
two-light fixtures in each. Ventilators are spotted in every 
second bay roof. 

Front store is heated by two duct furnaces and cooled by a 
30-ton air conditioner in the utility room. Space units heat the 
lumber store area. Air moves through perimeter ducts 10/ 
above floor level and is returned through a grill in the utility 
room. 
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John Wood Portable Heaters 


Your sales soar with new John Wood Portable 
Heaters! Exclusive combustion chamber eliminates 
smoke, odor and visible flame. Sturdy construction 
withstands the toughest treatment. John Wood Port- 
able Heaters incorporate the exclusive clean shutoff 
valve. Construction Crews can work all winter in 
comfort...3 John Wood models will handle all 
temporary heating jobs! You’re sure to make big 
profits with these Portable Heaters... backed by 
John Wood’s 90 years in the field of combustion 
engineering! 


MODEL PH 80 MODEL PH 120 MODEL PH 350 


Delivers 80,000 BTU’s; 120,000 BTU’s per Heavyconstruction unit 
operatesfor20hourson hour. Handsome, for peak heating de- 
one tank of fuel; pro- sturdy, well balanced mand...delivers 350,000 
vides the best features deluxe unit is ideal for BTU’s per hour. Rolls 
of portable heating! all installations. easily on large wheels. 


Find out today how you can build year-'round sales with 
the new John Wood Portable Heater Dealer Plan! Write: 


JOHN WOOD COMPANY 


Heater and Tank Division 


Conshohocken, Pennsylvania—Chicago, Illinois 


Ale): 1 
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Hardware. Store Business 


ONE OF SEVERAL DISPLAY BOOTHS at 
Lincoln Lumber Co., Pasadena, Callif., is 
shown above. Below, manager Jim Da- 
vey of Lincoln Lumber shows customer a 
variety of fiberglass panel configurations 
and colors through the yard’s swinging 
fixture. At rear below is manufacturer's 
roll dispenser for the plastic material. 


““GIBSONARIUM” DISPLAY at Gibson Lumber Co., Albuquerque, provides specialized 
sales space in outdoor setting. During spring and summer a salesman is available in 
this area on Fridays and Saturdays. 


Dealers Profit from Outdoor Living 


Home Improvement Center Displays sell fiberglass panels as 
well as lumber and building materials. 


PIONEER “Home Improvement 

Center” merchandising program 
by a west coast manufacturer is turn- 
ing lumber and building materials deal- 
ers into outdoor living package spe- 
cialists. 

Filon Plastics Corp., Hawthorne, 
Calif., designed a dealer-aid package 
display program to sell its translucent 
fiberglass and nylon reinforced plastic 
panels. 
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“But equally important,” says the 
firm’s president, David S. Perry, “is 
that our Center concept helps the deal- 
er sell staples such as lumber, nails, 
tools and hardware.” 

Introduced a year ago, dealers who 
used the Home Improvement Center 
plan during the spring and summer of 
1960 now plan similar package pro- 
motions for outdoor living sales again 
this year. 


Dealer examples. Among the deal- 
ers who report success with the fiber- 
glass center is Lincoln Lumber Co., 
Pasadena, Calif. 

Jim Davey, manager, said that his 
firm’s series of display booths, each 
featuring a particular product with 
related materials and accessories is a 
“drawing card.” 

Lincoln staged a day-long promo- 
tion in its fiberglass center in late 
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JUST WHAT THE DEALER WANTED 


phar 


TRUSCON 


Aluminum Windows 
and Steel Windows 


Great new products—designed especially for today’s 
home building market. Excess costs engineered out, 
Truscon quality built-in. That’s Trusconomy— 
Truscon’s new economy line of Aluminum Win- 
dows. Here’s quality you can see, quality you can 
point to, at prices you can sell at a profit! 


The building boom has upped production of all 
Truscon products. And the Truscon brand gives you 
all the advantages of mass production, plus rigid 
quality control. And supported by national adver- 
tising directed to your key builder customers. 


Trusconomy applies throughout Truscon’s big 
line of building products. Complete selection of 
doors and ever-popular steel windows, too! Backed 
by 23 well-filled warehouses to assure your on-time 
shipments. Your Truscon representative can give you 
all the facts, or write direct, today. Use coupon below. 


REPUBLIC STEEL 
TRUSCON DIVISION 


NAMES YOU CAN BUILD ON 


REPUBLIC STEEL CORPORATION 
TRUSCON DIVISION ¢ DEPT. A-1499-A 
1058 ALBERT STREET « YOUNGSTOWN 1, OHIO 


Please send complete details and sizes for the following 
Truscon Aluminum Windows: 
C2 Awning C) Horizontal Slide CD Single-Hung 
C) Double-Hung 0 Jalousies 
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WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers o bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 





Most dealers report: 
“Our sales of Dur- 
ham's Rock - Hard 
‘ater Putty keep 
doubling, year after 
year.” What 
Durham's Rock- 
Hard Water Putty 
gives you by far the 
best profit margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham's Rock-Hard 
Water Putty , not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. « Packed twelve 1-lb. cans or six 
4-lb. cans to case. Keep some of each on dis- 
lay. Available in 25, 50, 100-lb. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 
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New MILWAUKEE +2100 
Torsion Pivot Hinge 


3 Strengths 

2100-L for 18 Ib. gates 
2100-M for 30 Ib. doors 
2100-H for 40 Ib. deors 


Use in BAR—OFFICE—STORE 
New molded rubber torsion hinge 
provides smoother, quieter, longer 
trouble-free service. Use single or 
double acting. 

Milwaukee Stamping Co. 

804 S. 72nd St., Milw., 14, Wis 
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FIB} RGLASS ROOF provides setting for home improvement center at Eagle Rock 


(Calif.) Lumber Co. 


October. Davey 
reported. 

David Gibson, president of Gibson 
Lumber in Albuquerque, N. M. 
adopted the Home Improvement Cen- 
ier concept, went it one better and 
fashioned “The Gibsonarium.” 

It’s an enclosure located at the 
front of the Gibson yard facing a thor- 
oughfare. It shows a fiberglass roof, 
ferices and gate. 

Other products in this display are 
screening, redwood planters and trel- 
lises, barbecue units, seed and fertilizer 
products, lawn tools and power mow- 
ers, insecticides and garden hose. 

Two employes spent about a week 
constructing the Center at a cost of 
about $550. “We keep a man in this 
Center during Friday and Saturday. 
Service is available the balance of the 


“It was profitable,” 


week. As a result, customers can be 
served and loaded quicker than be- 
fore,” Gibson said. 

“We don’t release figures. But we 
have about tripled our fiberglass sales 
since the Gibsonarium was opened 
early last summer,” the New Mexico 
dealer said. 

Gibson is now brewing plans for 
new springtime and summer promo- 
tions build around his creation, using 
the theme, “Stop By the Gibsonarium.” 

The manufacturer provides display 
aids and ad mats and package pricing 
instructions to all dealers who carry a 
minimum stock of Filon fiberglass 
panels. 

One of the main advantages of the 
Center idea, the manufacturer says, is 
that the dealer avoids price-cutting that 
often prevails when selling fiberglass 
by the panel or piece. 


ORIENTA L- 
STYLE FENCE created 
by Redwood Gardens 
Materials Co. of Los 
Angeles is pointed out 
to customer by man- 
ager Chris Newjahr. 
Fence combines red- 
wood with ‘iberglass 
panels. 
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"EVERYTHING HINGES ON HAGER /“ 


C. Hager & Sons Hinge Mfg. Co. « St. Lovis 4, Mo. 
In Canada, Hager Hinge Canada Limited + Kitchener, Ontario 


Founded 1849 — Every Hager Hinge Swings on 100 Years of Experience 
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READ AND LEARN HOW: 


Prebuilt 
Housing 
Will Affect 
Your 


Business 
WHETHER YOU LIKE 





IT OR NOT. 


The most comprehensive, authoritative and timely report of the 
year for building materials distributors and dealers on the trends 
in prefabrication of components and brand-name houses. In- 
cludes details of three fabrication programs by leading building 
materials and sash-and-door wholesalers. 


Don't miss this important staff report, reprinted from A.L. & 
Building Products Merchandiser. 


FIFTY CENTS A COPY 
Quantity Prices Upon Request 


Reprint Editor 

Building Materials Merchandiser 
59 E. Monroe 

Chicago 3, Illinois 


Please send me copies of the reprint, *’Prebuilt Housing 
Will Affect Your Business.'’ Payment is enclosed. 








NAME 
FIRM_ 
ADDRESS - i 
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CUSTOMER copies a personal document 
in office of Hatch Brookman Co. 


New Customer Service: Use 
Of Office Copying Machine 
CEDAR RAPIDS, IOWA 


A lumber and building materials 
dealer here has found a way to in- 
crease customer good will and build 
store traffic at little additional ex- 
pense. 

Hatch Brookman Co., a retail mer- 
chandiser specializing in home im- 
provement, encourages visitors to use 
the company’s Thermo-Fax machine 
for personal work. They copy various 
legal documents, including wills, deeds 
and birth certificates on the centrally 
located machine. 

Public relations. Gerald Hiland. 
secretary-treasurer, said management 
looks upon the service as good public 
relations “that has really paid divi- 
dends.” Originally, Hatch Brookman 
bought the machine to expedite daily 
business procedures. 

“Naturally we don’t make a sale 
every time somebody uses the ma- 
chine,” Hiland said, “but business has 
increased from happy customers who 
are spared the expense of having per- 
sonal documents reproduced. We 
found we have an excellent promo- 
tional feature with plenty of sales im- 
pact.” 

In the business workload, Hatch 
Brookman copies materials lists, prices, 
quotations, plot plans, FHA specifica- 
tions, city building ordinances, floor 
plans, drawings and much routine cor- 
respondence. The firm plans to con- 
vert its bookkeeping system so that 
accounts receivable billing doesn’t have 
to be typed individually. 

“We have adopted the government's 
short note reply to correspondence,” 
Hiland said. “It saves up to 30 min- 
utes stenographic time per letter. Our 
present staff can handle the work with- 
out the need for us to hire extra help. 
We've saved hundreds of dollars we 
never thought possible.” 
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from the nation’s newest, most modern sheathing plant . . . 








ierks woodfiber sheathin 


and related products 


a new dimension in sheathing quality 


Soon available to the building trades will be Dierks Insulating Sheathing and 
related products from the new Dierks Woodfiber Division Plant in southeast Oklahoma. 


This new Dierks sheathing plant is equipped with the most modern woodfiber 
processing equipment available and an in-plant quality control laboratory. It is 
efficiently designed to produce high quality Dierks Insulating Sheathing, 
Shingle Backer and Roof Insulation. 


The new dimension in sheathing quality is from Dierks! 


i. re 
line 


7 


| 


Sage 


fe Dierks Forests, Inc. 
x Wooufiter Drivin 


, 
! Tp 

y Sales Office: 810 Whittington Ave., Hot Springs, Ark. 
— 


NA 3-7766 
Plant: Craig, Okla. (P.O. Broken Bow, Okla.) 


The new Dierks plant is centrally located at Craig in southeast Oklahoma. 
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Leisure Homes 
—A Big 
Market 

Ahead 








EVERYTHING IS PANELIZED for quick erection in 
Northwest Lumber & Millwork Supply Company's 
Northwestern cabin. Roof framing is fir plywood 
bent box beams joined at the center in a rigid 
arch. Floors are supported by other box beams. 
Walls, roof and floor are all Lu-Re-Co fir plywood 


panels. 


Land proves key to vacation packages. . . 





Dealer Shows How to Sell Cabins 


By leaving that to dealers and build- 
ers, we make our sales job easier. We 
can show that cabins are going up.” 
Selling point. Osborne and Adams 
also agree that swimming pools, boats, 
second cars and mobile homes give 


AND WAS THE KEY which 

Northwest Lumber & Millwork 
Supply Co. used to unlock the leisure 
home sales door this year when 34 
cabins were sold. 

Owner George Osborne started his 
sales campaign by erecting a model 
cabin at the lumberyard. After run- 
ning a few small ads, he decided this 
sales program was worthless. 

“We drew big crowds, but few buy- 
ers,” Osborne said. “The lumber and 
building materials dealer or builder 
who can’t supply land in the leisure 
home package should begin working 
with a realtor or land developer.” 

Survey. A Douglas Fir Plywood As- 
sociation survey found that 51% of all 
who ordered cabin plans from DFPA 
were buying recreational property. So 
Osborne arranged to build a model 
cabin at a Pacific Ocean development 
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100 miles from Seattle. It paid for it- 
self within a month. 

People sold. “The people you meet 
at these resort developments are al- 
ready sold on a leisure home,” Os- 
borne states. The first thing they do 
is decide where they want to build. 
Only then do they start looking for 
the cabin itself.” 

Cooperation. Ted Adams, sales man- 
ager at Ocean Shores, a 2,400-lot re- 
sort development, agreed with Os- 
borne that it makes sense for both re- 
tailer and realtor to cooperate. The 
developer needs cabins built on lots he 
has sold. 

After the building materials mer- 


chandiser has erected a few cabins in. 


a development, he’li automatically get 
a lot of referral sales,” Osborne said. 
Adams points out: 
“We're not in the building business. 


leisure homes stiff competition in 
getting discretionary dollars. But one 
of Osborne’s most successful selling 
points is showing how the cabin will 
usually increase in value whereas the 
other items depreciate greatly. 

Interest rates. Even though cabin 
loans carry more expensive interest 
rates than conventional home loans, 
Northwest Lumber salesmen tell pros- 
pects they are paying rent for recrea- 
tion. High interest rates are no prob- 
lem, Osborne stated. 

‘“There’s another big advantage to 
the building materials merchant in this 
type of loan,” Osborne said. “The gov- 
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ernment doesn’t butt in.” 

Lu-Re-Co, Northwest Lumber was 
one of the first dealers in the region 
to use Lumber Dealers Research 
Council component construction. Its 
Northwestern cabin series features pre- 
framed fir plywood roof and floor 
panels. Cabins have Lu-Re-Co plywood 
wall panels and plywood box floor 
girders and cathedral roof beams, 
adaptations of the plywood box beam. 
Crews erect a cabin in one day. 

Price. Building materials cost for 
a 20’x24’ Northwestern structural shell 
is $1,495. Erection labor is $100, but 
overall price does not include wiring, 
plumbing and fixtures. 

Osborne doubts many persons want 
to buy do-it-yourself cabins. He sold 
only one. He also doubts that the 
market for cabins is seasonal. 

“People are interested in leisure 
kcemes all through the year,” Osborne 
stated. “Maybe they are even more 
interested in winter. In our climate we 
can build all year-round. A_ family 
can spend the winter getting the cabin 
in shape.” 

Osborne developed a sales gimmick 
for the winter market that may work 
in other regions. The first 20 cus- 
tomers who buy cabins from Novem- 
ber to February become eligible for a 
drawing. Top prize is a $1,200 reduc- 
tion in total cabin price. 


Cabin Sales Promotion 

* Promote a leisure home that is 
well-proportioned, attractive, low in 
cost and easy to panelize. 

¢ Price the cabin realistically to allow 
for plenty of promotion and sales ex- 
pense which runs 15% higher on this 
kind of sale. 

* Develop an attractive informative 


A NEW LIST of Ocean 
Shores lot owners was 
handed George Os- 
borne, right,  presi- 
dent, Northwest Lum- 
ber by development 
sales manager Ted 
Adams, who says cab- 
in construction helps 
sell lots. Osborne 
concentrated his lei- 
sure home sales cam- 
paign on resort lot 
buyers and sold 34 
this year. 


CABIN BUYERS often 
ask for custom addi- 
tions, such as this 
stone fireplace. Most 
Northwestern purchas- 
ers permit Osborne to 
keep an advertising 
sign on the site for 
sometime. 


brochure and distribute it generously 
in the right places. 


* Find a recreational land develop- 
ment and work with the developer 
it is to his advantage to get cabins 
built on sold lots. 


* Build a model leisure home on the 
development. 


* Get names of landowners from the 
developer and contact them. 


* Publish a chatty bi-monthly news- 
letter for lot owners. Include news 
about residents of the development 
and feature the ones who bought your 
cabins. 

* Sell the developers improvements 
they need, including picnic shelters 
and utility buildings. 
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* Staff the model cabin with sales- 
men, especially on weekends. Have a 
salesman go to the prospect’s lot and 
paint for him word-pictures of the 
view. Discuss cabin locations on the 
lot. Try to learn the prospect’s partic- 
ular needs in a cabin (retreat, family 
recreation, fisherman’s shack, etc.) 

* Qualify all visitors to the model 
cabin as quickly as possible. Have 
them sign a guest register and give 
them a brochure. Turn non-landown- 
ers over to land salesmen quickly. 
Weed out non-prospects and ease them 
away gently. Don’t argue with fault- 
finders, but send them on their way 
courteously. Build up the good fea- 
tures of the cabin. Assure the prospect 
you can change things he doesn’t like. 
If he doesn’t want to buy in that de- 
velopment, assist him to find another 
possible site. Emphasize the low basic 
price of the shell cabin, add extras and 
quote monthly payments. Check the 
prospect casually by finding out if he 
owns his home, car or furniture and 
can meet the monthly payments. 


* Followup promising prospects with- 
in a week. Contact all lot owners di- 
rectly at least twice a year to keep 
your offerings current with their likes 
and learn dislikes. 


¢ Establish your firm as the place 
where everything for cabins can be 
ordered. The newsletter helps. 


¢ Offer firm prices for all work on 
either an installed or materials only 
basis. This should include plumbing, 
wiring, septic tank, chimney, painting, 
paneling, insulation, cabinets, appli- 
ances, fireplace, doors, windows, par- 
titions, floor coverings and furnishings 
if desired. 


¢ Set up a sales financing plan. There 
is no set formula for this, because 
many purchasers arrange their own. 
Some pay cash. Osborne arranged fi- 
nancing through Universal CIT, ABC 
and local banks. He directly financed 
only $3,800 of the first $50,000 in 
sales. 
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SAWSMITH 


with ADD-A-TOOL 


the radial arm saw that does MORE 


ADD-A-BANDSAW ADD-A-BELT SANDER 


MORE PROFIT ...MORE POTENTIAL! This 
big ticket sale takes little more time to close than a 
small sale . . . offers bigger initial profit plus bonus 
profit on SAwsMITH accessories and Add-A-Tools which 
make sAWSMITH a “complete shop.” 


MORE SALES APPEAL...MORE FEATURES! 
Easy to show. . . easy to sell . . . easy to use! 
SAWSMITH does the work of a whole shop full of tools 
from a single power unit... a single stand! No other 
power tool provides so many practical features. Says 
“Can Do’ to amateurs... “Fine Tool” to craftsmen! 


MORE SALES SUPPORT! More than 20 million 


readers will see sawsMirH advertised in Saturday 


ADD-A-JoinTER 


ADD-A-PAINT 
SPRAYER-COMPRESSOR 


Evening Post, Better Homes & Gardens, True, Popular 
Science, Mechanix Illustrated and Popular Mechanics. 
Millions more will see it on TV nationally. In addition, 
SAWSMITH Offers materials for local advertising: ad 
mats, radio scripts, TV films, Sawdust Parties with 
special demonstrations, sales training for your store 
personnel . . . backs up your local programs with 
liberal co-op allowance! 


MORE PROMOTION! sAwsMiTH promotes 12 
months a year! Special offers make customers of pros- 
pects . .. special plans make purchase easy . . . special 
displays keep sAwsMiTH out front. SAWSMITH goes 
from promotion to promotion ,.. creates year ‘round 
interest, sales and profits. 








First of the Powerful SAWSMITH Promotions of 1961 


SENSATIONAL SALE OF SAWSMITH ACCESSORIES 


Begins February 15th 


Offers your customers savings up to $45,00 
AT NO COST TO YOU! 


This program is dynamically designed to increase traffic and stimulate sales in 
your store, Offers the customer BIG SAVINGS on sawsmitH merchandise. Acces- 
sories sold in this sale replaced by Yuba at No Cost to You! Promotion will be 
featured in every national sawsmiTH ad. MORE... . special “window-dressing’: 


special store displays, colorful salesmens’ helps! 





SEND FOR FRANCHISE DETAILS NOW 


Tear a corner... ANY CORNER... from 
this ad, staple to your letterhead and 
for prompt reply, mail to Dept. RAL-161. 
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800 EVANS ST., 


A Subsidiary of YUBA CONSOLIDATED INDUSTRIES, INC. 


CHOICE OF 
ANY 5 
1¢ EACH 


Reg. $8.20 Tool Rest 

Reg. $9.55 Set of Lathe Chisels 
Reg. $9.95 Drill Chuck 

Reg. $8.95 Set of Auger Bits 
Reg. $7.95 Molder 

or many other valuable 
accessories to choose from 


or select 
Reg. $39.95 Cabinet Base for 


only 5 pennies 











YUBA POWER PRODUCTS, INC. 


CINCINNATI 4, OHIO 
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BIG PROFITS 


NATIONALLY KNOWN! 
NATIONALLY ADVERTISED! 
This famous material is now 

packaged in eye-catching self- 
display cartons for impulse sales. 
15 matching colors for perfect 
matching of all popular wood 
finishes. 

For fast turnover, quicker 
profits, display Famowood prom- 
inently. 

If you’re not handling Famo- 
wood now, get the facts today. 


Literature, prices, etc., sent im- 


in a 


TaaleliMeae lak 


FAMOWOOD is the PROFES- 
SIONAL’S all-purpose plastic... 
Boat builders, furniture makers, 
cabinet makers, etc., have 
found it the one sure answer 
to the never ending problem 
of correcting wood defects, 
filling wood cracks, gouges, and 
for covering countersunk nalls 
and screws. CAN BE USED UN- 
DER FIBER GLASS. 

Ready to use right out of the 
can, Famowood applies like 
putty, sticks like glue; dries 
quickly; won’t shrink; takes 
spirit stains, and will not gum 
up sander. When applied 
properly Famowood becomes 
water and weather-proof, stays 
put under adverse conditions. 


mediately. 


(Distributor inquiries invited.) 





LOOK FOR 
__ THE 
(Cg) BRAND 
ON THE END 


if 
tA 
VAM 
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For almost half a century 
the famous L-B brand has 
identified the LONG-BELL 
pressure-treated Southern 
Pine Fence Post. 

Millions in service on the 
farms and ranches of Amer- 
ica bear this mark of quality. 

Pressure-treated with 
100% creosote or with 5% 
Penta solution, these posts 
are recognized by customers 
everywhere for their back- 
ground of performance. 


manufactured only by 


Wood Preserving 
Division 


International Paper Company 
Kansas City, Mo. & DeRidder, La. 





SIDEWALL PANELS going up on one of two hog houses. Rec- 
tangular openings are for windows and round opening for ven- 
tilation fan. 


COMPLETED UNIT of two hog houses for use as multiple far- 
rowing system built with Dri-Lite panels. 


Foam Core Panels for Farms 


LESTER PRAIRIE, MINN. 

IRST APPLICATION of a new insulated building 

component outside the residential field has been made 
by a local dealer-erector on a farm near Olivia, Minn. 

Lester’s, Inc. built a multiple farrowing system consist- 
ing of two hog houses, 24’x134’ and 47’x110’. Con- 
struction was of 4’ wide Dri-Lite wall and roof panels 
produced by Wood-Fab, Inc. here. 

Dri-Lite is Wood-Fab’s name for panels made of a 
slab of Dylite polystyrene foam sandwiched between two 
sheets of plywood or fiberboard. Wood-Fab wall panels 
are of plywood skins, roof panels of fiberboard skin. 
Dylite was originally produced by Koppers Co., Inc. as 
refrigerator insulation (see page 54, November 7th BMM). 

Now that it has cracked the farm market, Wood-Fab 
expects to have foam core panels available shortly for sale 
through other rural area dealer-erectors. 


How they are made. Stressed-skin panels are prebuilt. 
Asbestos-cement board, gypsum board and hardboard skins 
can be used. 

Result is a lightweight, rigid building component having 
high insulating value, the Koppers people claim. Properly 
made, the foam core panels are water and shock resistant. 
Overlap panels are tongue-and-grooved to fit together 
in the Wood-Fab production. Nails are needed only where 
panels are joined or attached to framing. 

Dylite exterior wall and roof panels are secured on 
both sides by a wood spline. Metal connectors anchored 
to wood members join the panels. Koppers says a 3” load- 
bearing wall panel with 4%” plywood skins can carry an 
ultimate load of 23,000 Ibs. over its width. 

Windows in panels (see picture) have wood surrounds 
and headers. Scarfed plywood is used to fabricate 4’ 
wide panels in lengths up to 20’. 
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SEYMOUR SMITH 


MPT Dealer Money Maker 
Promotions... 





PROFIT-PAK No. 2 


Free No. 119 Snap-Cut Pruner when you 
' buy only 6 No. 1207 Snap-Cut Grass Shears 
and 6 No. 119 Snap-Cut Pruners...these are 
our most popular and fastest selling tools. 
Your bonus a free No. 119 Pruner! Unit 
packed; 6 No. 1207 Grass Shears, 6 No. 119 
Pruners, PLUS your FREE No. 119 Pruner 
and a free garden center streamer. 


This Is A Limited Time Offer 


Order From Your Wholesaler Now ae? aes A Free No.119 Snap-Cut Pruner with every dozen 
e sm No. 119’s you buy. This is YOUR BONUS for sell- 
ing America’s No. 1 Pruner...the pruner always 
asked for by home owners and professionals...the 
original and still the best performing anvil type 
pruner. Unit packed: 12 No. 119 Pruners, PLUS 
your FREE Pruner, and a free garden center 
streamer. How to Prune Guide included with 
every pruner. 


This Is A Limited Time Offer 
Order From Your Wholesaler Now 


MERCHANDISER 


lus: e¢ National Advertising 
OB «ori ; in GARDEN and HOME 
- splay Rack : 


1—FREE No. 119 Snap-Cut Pruner Magazines and Newspapers. 
6—No. 119 Snap-Cut Pruners Building Traffic and Sales 


4—No. 114-8 Snap-Cut Hedge Shears for SNAP-CUT Dealers! 
6—No. 1207 Snap-Cut Grass Shears 


Supply of FREE Pruning Guides 


FREE Garden Center Streamer ’ SEYMOUR SMITH & SON, INC. 


This proven sales builder for the best selling H 
items in the Snap-Cut line includes a FREE Oakville, Conn. 
No. 119 Pruner...your bonus for displaying these 

top quality, top performance garden tools. Unit Sales Representatives 


packed, all set up, ready to sell for you. 
JOHN H. GRAHAM & CO. INC, 
105 Duane St., New York 8, N. Y. 
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A complete line: Heavyweight « Lightweight 
Full-extension « Under-drawer « Single-track 
Double-track « Self-closing. 


KV 


HEAVYWEIGHT 
DRAWER SLIDES 


~~ 


No. 1400 Ball-Bearing, 
Full-Extension Drawer Slide 
Improved to provide even better float- 
ing extension for heavy drawers. 
Super Oilite Bearings positively elimi- 
nate sticking, jamming, sag or break- 
down even when drawers are fully 
extended under heaviest load. Heavy 
gauge, zinc-plated steel. Unquestion- 
ably the finest drawer slide on the 
market. Recommended for loads of 
100 pounds. 


The important things to remember about K-V 


They're easy to install! Won’t sag or stick! 


KV 


LIGHTWEIGHT 
DRAWER SLIDES 


No. 1100 Lightweight 

Drawer Slide 

Ideal for kitchen and other home cabi- 
nets. Bright zinc-plate finish. Long life 
of smooth, quiet action guaranteed by 
¥,” nylon rollers. Engineered for easy 
positioning; no measuring, marking 
or templates required. Only %” clear- 
ance needed on each side of drawer. 
Zinc-plated finish. Recommended for 
loads to 50 pounds. 


No. 1150 Under-drawer Slide 
Under-drawer design allows you to 
use otherwise wasted space between 
drawers; hardware is completely con- 
cealed when drawer is open. Self- 
aligning drawer tracks for easy in- 
stallation—even on existing drawers, 
Zinc-plated finish. Recommended for 
loads to 50 pounds. Large nylon rollers 
for quiet action, smooth operation and 
long, trouble-free service. 
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No. 1500 

Under-drawer Extension Slide 

Designed for use where side clear- 
ance space is not available. Ideal for 
narrow spaces, built-in units, deep 
storage drawers, built-in record 
players or pull-out typewriter shelves. 
Zinc-plated finish, on heavy gauge 
steel, ball-bearing rollers for smooth, 
frictionless operation. Recommended 
for loads of 50 pounds. 


No. 1600 Self-closing 

Drawer Slide 

Operates smoothly and quietly on life- 
time ball bearing nylon rollers. Drawer 
closes automatically when within six 
inches of closing; may be removed 
easily at full extension. Stopping 
points protected with rubber bumpers; 
slides and bearings permanently lu- 
bricated. Made of heavy gauge, zinc- 
plated steel. Recommended for loads 
up to 100 pounds. 


No. 1700 Full Extension 

Drawer Slide 

Designed for use in executive desks, 
file cabinets and drawers containing 
heavy precision equipment. Superior 
construction insures a lifetime of 
smooth, easy operation, allows full 
use of all the drawer space even under 
heavy weights. Made of heavy gauge, 
zinc-plated steel. Recommended for 
loads over 100 pounds. 


DRAWER SLIDES 


drawer slides are: 


KNAPE & VOGT 


Always operate smoothly! asvractuninc commany 


No. 1175 Single-track 
Extension Under-drawer Slide 
A new low cost, single-track, under- 
drawer slide that meets requirements 
of any household drawer. Fits any 
length or width drawer; no measuring, 
marking or templates required. Bright 
zinc electroplated finish for corrosion 
resistance; Teflon Roll-ezy bearings 
for quiet, smooth operation. Recom- 
mended for loads to 50 pounds. 
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Manufacturers of adjustable shelf hardware, sliding and folding 
door hardware, closet and kitchen fixtures, Tite-Joint Fasteners 
and Handy Hooks for perforated board 


No. 1390 Lightweight Full 
Extension Drawer Slide 

Fits all drawers from 15” to 29"deep, 
provides excellent full-extension 
drawer range for a variety of cabinet 
styles. Durable zinc-plate finish, 
rugged construction. Long, quiet life 
assured by ” nylon rollers. Lifts out 
easily for cleaning when fully ex- 
tended. Recommended for loads to 
50 pounds, fully extended. 


No. 1300 Lightweight 
Extension Drawer Slide 

The most popular, most widely used 
drawer slide on the market. Newly 
improved, with nylon ball bearing 
wheels for noiseless, smooth opera- 
tion every time. Especially economical, 
easily installed. Will not jam or stick 
even under maximum load at full ex- 
tension. Bright zinc-plated finish. 
Recommended for loads to 50 pounds. 
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HYDRO-AIR ROC-AWAY HEAD 
TRUSS MACHINE , 


SEE OUR EXHIBIT 
BOOTH 801 


Jon. 29-Feb.2 ff 
1961 


Designed for maximum production with minimum 

maintenance, this revolutionary new Roc-Away Head truss 

machine is completely universal as to truss size and design... 

produces over 150 trusses per day. Complements the smaller 
Mono-Press machine producing 50 to 150 trusses per day. 


To reduce maintenance costs to the absolute mini- 
mum the finest industrial components available are 
combined with Hydro-Air Engineering’s more than 
ten years experience in building automated hydraulic 
industrial equipment. 


Iz73i4 HYDRO-AIR ENGINEERING, INC., 1317 S. Vandeventer Ave., St. Louis 10, Mo., Phone JE 3-0325 
Circle No. 47 on Handy Cover Card 








(This offer only available until April 1, 1961) 


Me Se 


Cfencoul SPRING SPECIAL Display the line 


a —_— 








with features 


*REDNOOD" {| Sons 


6 FOOT j e improved design 
FAN TRELLIS © added versatility 
® heavy gauge steel, 


, bright zine finish 
Retail © 100% support of cross- 
piece 
¢ | ® all hardware furnished No ] Sosy 4* tenia. 
| ® legs cannot spread No 9 for 2” cromplece, 
iT] ” 














Sold only in conjunction with mini- ® colorful box takes less "ord we. 
mum purchase of standard merchan- —- 
dise. Write for details. 


FREE Catalogs Available 
Yours for the asking . . . our complete gO Fen War AN 
Concord Catalog, including details of st | 
over 3 Ww | iV 

25 lawn and garden wood retail value $2.19 1 \\ ' A] \ 
products. 
-CU See Your Jobber or 
CONCORD WOODWORKING COMPANY : Write for Literature 
eS ULL 
. 10 Beharrell St 21 West Taylor St 
MASS. W. Concord, Mass ILL. Chicago 5, Illinois 3 
EMerson 9-3350 HArrison 7-1074 Sterling, Ill., U.S.A. 
Circle No. 29 on Handy Cover Card Circle No. 30 on Handy Cover Card 
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Hardware - Store Business 


New Literature 





Time-Saving Card—See Back Cover 


Flexible Plumbing Supplies. Plumb Shop’s full line of flexible 
copper tube water supplies, valves and fittings for water sup- 
ply hookup to wash basin, toilet and sink is reviewed in a new 
catalog. Full details about two merchandisers now available 
also are included. Plumb Shop, Dept. BMM, 1341 Temple, De- 
troit 1, Mich. 
Circle No. 222 on Handy Cover Card 

Staple Tacker. A new “Ideas” folder fully describes do-it- 
yourself uses for the Duo-Fast CT-859 Staple Tacker. Printed 
in four colors, the folder is offered free of charge. It’s ideal 
for literature racks or for use as an envelope stuffer. Write to 
Fastener Corporation, Dept. BMM, 3702 River Road, Frank- 


lin Park, IIL. 

Circle No. 223 on Handy Cover Card 
Paint Specification Guide. A new 20-page “Architect's Specifi- 
cation Guide” is designed to make paint specification writing 
easier. It utilizes an easy-to-follow chart with all pertinent 
facts on O’Brien paints available at a glance. A special section 
lists conditions that adversely affect painting and gives handy 
tips to prevent paint failure through faulty application. The 
O’Brien Corp., Dept. BMM, 2001 W. Washington Ave., South 
Bend, Ind. 

Circle No. 224 on Handy Cover Card 
Nails. A new booklet, entitled “The Stronghold Line of Nails 
in Schools,” shows cost-saving techniques made possible by 
the use of Stronghold, Screw-Tite and other improved nails. 
Illustrations of modern school and auxiliary buildings and de- 
tail drawings of the various components with the proper nail 
for each are included. Independent Nail & Packing Co., Dept. 
BMM, P. O. Box 157, Bridgewater, Mass. 

Circle No. 225 on Handy Cover Card 
Park Kentucky Bluegrass. A four-color catalog sheet describes 
Park variety Kentucky bluegrass. Sales aids including cartons, 
use of the Green Park Rabbit trademark and a complete mer- 
chandising program are fully reviewed. For copies, write to 
Northern Minnesota Bluegrass Growers Association Informa- 
tion Office, Dept. BMM, 126N Second St. N.E., Minneapolis, 


Minn. 

Circle No. 226 on Handy Cover Card 
Protective Surfacings. A new eight-page catalog fully describes 
the Preco line of cement finishes, floor toppings, pool coat- 
ings, cement admixtures and construction adhesives. Copies 
may be obtained by writing to R. H. Nagle, Building Prod- 
ucts Div., Preco Chemical Corp., Dept. BMM, 589 Main St., 


Westbury, L. I. 

Circle No. 227 on Handy Cover Card 
“Tools for 98¢ Counters” is the title of a new catalog review- 
ing Arrow Metal’s complete line of U. S. made tools. Listed are 
6”, 7” and 8” circular sawblades with 4%2”-56” bore (bushing). 
Also shown are sawing, buffing and grinding kits, screw drills, 
dowel centers, knife and scissors sharpener, tool rack and 
spring assortment. Arrow Metal Products Co., Dept. BMM, 
421 W. 203rd St., New York 34. 

Circle No. 228 on Handy Cover Card 
Power Tools and Accessories. A newly revised 92-page catalog 
describes the full line of Delta industrial power tools and 
accessories. It details drill presses, grinders, shapers, planers, 
jointers, metal and wood cutting lathes, finishing machine, 
dust collector, tilting arbor saws, unisaws, variety saws, band 
saws and radial saws. Action photographs and drawings supple- 
ment the text. For a copy, write Rockwell Mfg. Co., Delta 
Power Tool Div., Dept. BMM, 483 N. Lexington Ave., Pitts- 


burgh 8. 

Circle No. 229 on Handy Cover Card 
Scaffolding Equipment. A new catalog contains photographs, 
data and prices on Newark Ladder’s scaffolding equipment 
line, including such items as Suspended Cable Scaffolding, 
Pump Jacks, Wall Scaffold Brackets, Roof Brackets, Ladder 
Accessories and Adjustable Steel Scaffolding. Newark Ladder 
and Bracket Co., Dept. BMM, Box 10, Clark, N. J. 

Circle No. 230 on Handy Cover Card 
Insulation Cutter. A one-page bulletin lists the advantages of 
the new Shmu-Cut insulation cutter. Liberal use of photo- 
graphs shows how easy it is to operate the portable tool which 
cuts rolls of insulation to any required lengths. Mackinaw Prod- 


ucts, Dept. BMM, Moran, Mich. 
Circle No. 234 on Handy Cover Card 
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2a NEW 


CHAIN 


WRENCHES 


No. C-14 

for up to 

2”’ Pipe and 
Fittings 


No. ¢c-18 

for up to 
22’ Pipe 
and Fittings 


give real Action-Grip 
in Tightest Places 


C) Work on Round, Square or 
7) Irregular Shapes Other 
Wrenches Can’t Reach! 


In extra close quarters, there’s nothing that’ll 
beat these new Riteato> Chain Wrenches for 
getting the job done. Fast, ratchet-like action 
in either direction . . . from either side. Give 
tight grip without crushing. Large, easy-to- 
grab end ring for fast chain adjustment. Tem- 
pered steel chain locks securely . . . releases 
quickly. Rugged, comfort-grip, I-beam handle, 
guaranteed not to break or warp .. . handy 
hang-up hole. 


Light and easy to use, these new rimaIip 
Chain Wrenches do everything a regular wrench 
can do... and much more. Stock and display 
these extra-handy Rima Wrenches today! 
Your Wholesaler has them. 


Circle No. 31 on Handy Cover Card 
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IN THE NYLON 
CORD BUSINESS 


® The Easy Way 

® The Low Inventory Way 
® The Low Cost Way 

® The Packaged Way 

® The High Profit Way 


New Equipment 


Truss Making Machine 


A new Roc- Away head truss machine can be made to ac- 
commodate fink or “W”, king post or hip truss. It consists of 
eight separate presses, one for each truss joint, operated by 
three men. 

An electro-magnet is mounted on the press base so that 
when energized, it locks the press securely to the floor-mounted 
steel plate. Roc-Away head can be rocked in manually or 
by hydraulics. 

To operate the machine, nailing plates are slid into location 
and held in place by magnets, timbers are loaded into position 
and clamped manually. Head is rocked into place, press goes 
through its cycle pressing in the plates and clamps automa- 
tically release and head rocks back. Truss is removed. A 
monorail and hoist picks it up at the peak and carries it to 
storage. After loading, the machine requires 242 seconds to 
press plates and’ open for reloading. Three men should aver- 
age at least 30 trusses an hour, the maker claims. 

For further details, write Hydro-Air Engineering, Inc., Dept. 
BMM, 1317 S. Vandeventer Ave., St. Louis 10. 


Circle No. 231 on Handy Cover Card 
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That's right...here is an 
easy, low cost way to get into 
the highly profitable Nylon 
Cord business. This rack is 
only 24 inches high and takes 
up less than 1 square foot of 
floor or counter space. Cord 


is one reel each of 1/8”, 
3/16”, 1/4” and 5/16”, Rack 
is FREE with order for 4 or 
more spools. 


Ask your jobber about it... 


CORDAGE 
John H. Graham & Co. Inc. 


105 Duane St., New York 8, N.Y. 


“" 
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Low-Pressure Air Tacker 


Model T21 is a flexible air-driven 
tacker claimed to staple to the hardest 
wood. Operating on pressures as low as 
40 p.s.i., the tool has less recoil and 
uses less costly air supply equipment. 
T21 uses .025” round wire staples, also 
accommodates .050” by .019” staples. 
Two detachable magazines provide quick 
changeover for any staple length from 
3/16” to 9/16”. Details from Bostitch, 
Dept. BMM, 2011 Briggs Dr., East 
Greenwich, R. I. 


Circle No. 232 on Handy Cover Card 


(Use handy back cover 
card for more data) 


Pneumatic Stapler 


Wire fabric lath, such as K-lath, can 
now be attached to 3%” channel irons and 
pressed steel studs by a pneumatic Tie- 
Tight stapling gun. It is said to increase 
production two-fold and assures installa- 
tion quality. The 14-gauge galvanized 
staple is fastened tightly, accurately 
placed without material fatigue. 

A new line of portable and stationary 
compressors for the nailing and_ stapling 
equipment is also announced. Designed 
for maximum production, they are light- 
weight and rugged, provide a constant 
air supply. Write Calwire Products, Dept. 
BMM, Box 1071, Visalia, Calif. 


Circle No. 233 on Handy Cover Card 
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ORES LOR, AGORA. 





GET OUT OF THE TRUCK BUSINESS... 
AND BACK INTO THE LUMBER BUSINESS! 


Every hour spent on truck problems and administra- 
tive details is an hour better spent in promoting your 
own business. This is why more and more companies 
today are switching to Hertz Truck Lease Service! 


Hertz pays cash for your present trucks. Then you 


take your choice of new GMC, Chevrolet or other 
famous make trucks. Or your own trucks can be 
reconditioned and leased back to you. Instead of 
many separate bills, you pay just one check per week 
—and that covers everything except the driver. 

Hertz Truck Lease Service includes complete truck 


No investment...no upkeep 


LEASE HERTZ |=. 
TRUCKS Ciij.c= 


TRUCK LEASE 
HERTZ ALSO RENTS TRUCKS BY THE HOUR, DAY OR WEEK 


maintenance, plus all administrative details such as 
licensing, insurance, garaging, emergency road service, 
painting and lettering of trucks, and much more! 


The service is flexible—trucks are custom-engineered, 
for example, to suit any kind of business. Should a 
truck be tied up for repairs, Hertz supplies a replace- 
ment. Or if extra trucks are needed, for peak periods, 
Hertz supplies them immediately. Get out of the truck 
business today! Call your local Hertz Truck Lease office 
for more information or write for booklet —‘““How To 
GET OUT OF THE TRUCK BUSINEsS.”’ 


HERTZ TRUCK LEASE, Dept. T-1 

660 Madison Avenue, New York 21, N.Y. 

Please send copy of booklet —“‘How to Get Out of the 
Truck Pus‘ness’’ to: 

NAME______ 

POSITION IN COMPANY 

COMPANY__ 

ADDRESS___— 


CITY. 
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Hardware Week Special Offers 


ql 


SCREW Sanger: 


pees 


Stanley Tools Specials 

Stanley Tools is offering standard and 
new tools at special prices for Hardware 
Week, April 20 to 29. 

New screwdrivers, regularly priced at 
49¢ each, will retail for 39¢ each. Dealer 
cost of 50 screwdrivers in a new counter 
display is $13. Other tools offered at 
special prices include: rip chisel, exten- 
sion rule, hammers, utility knife, a new 
mitre box and a special dealer package. 
Write Stanley Tools, Div. of The Stanley 
Works, Dept. BMM, 195 Lake, New 
Britain, Conn. 

Circle No. 235 on Handy Cover Card 
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Or + a 
“HOME-AUTO TOOL KI 


Home Auto Tool Kit 

Oxwall Tool’s new E-Z Hang-Up Kit 
shown in photograph above is just one 
of 10 items being specially priced dur- 
ing Hardware Week, April 20 to 29. 

The four domestic items include: 
screwdriver kit, two screwdriver assort- 
ments and a wrench, screwdriver and 
plier set. Six of Oxwalls’ best-selling 
import items also will be offered at re- 
duced prices: wrench set, electric solder- 
ing iron, coil and hank sisal rope, and 
two drill sets. Oxwall Tool, Dept. BMM, 
401 Park Ave. South, New York 16. 

Circle No. 236 on Handy Cover Card 
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E Building 
_ Materials 


MERCHANDISER 


Vichek Tools Specially Priced 


Vicheck Tool announces it will offer a 
five-piece heavy-duty open end wrench 
set and the Fitz-All Plier at reduced 
prices for Hardware Week, April 20 to 
29. The wrench set gives users 20 dif- 
ferent precision-milled openings. Regu- 
larly priced at $1.98, the set will be of- 
fered for $1.49. 

The Fitz-All Plier has an adjustable 
jaw opening up to 114”. Regularly selling 
for $1.29, pliers will be specially priced 
at 99¢. Vichek Tool Co., Dept. BMM, 
3001 E. 87th, Cleveland 4, Ohio. 

Circle No. 237 on Handy Cover Card 


Sander with Free Accessories 


For Hardware Week, April 20 to 29, 
Skil Corp. announces it will give free an 
assortment of accessories, valued at 
$3.85, with each new Model 9592 orbital 
sander purchased. 

Accessories include a lamb’s wool pol- 
ishing pad and 30 assorted sandpaper 
sheets, plus a free display. The retailer 
also will make his full, regular margin of 
profit on the sander promotional pack- 
age, says maker. Skil Corp., Dept. BMM, 
5033 Elston Ave., Chicago 30, Ill. 

Circle No. 238 on Handy Cover Card 


Five Tools at Reduced Prices 


True Temper is offering five of its 
best-selling tools at reduced prices for 
Hardware Week, April 20 to 29. 

The tools include: No. Al6 Rocket 
hammer, which will be reduced in price 
from $5.49 to $4.29; A35 pruner and 
No. 22 grass shear, regularly selling for 
$3.25 apiece, will be offered at $2.49 
each; No. SL22 lawn rake reduced in 
price from $3.98 to $2.99; and AT85 
hedge shear reduced in price from $6.95 
to $4.99. True Temper, Dept. BMM, 
1623 Euclid, Cleveland 15. 

Circle No. 239 on Handy Cover Card 





Fastest Dealer Service 


Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 
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Now DAP KWIK-SEAL with 
new “IT'WO-WAY STRETCH” Formula 


Good as it was, DAP Kwik-Seal Tub and Tile Sealer is now an even 
better product. New “two-way stretch” formula forms a seal that 
flexes like rubber for tighter, longer-lasting joints around tubs, tiles, 
sinks, lavatories. 





DAP Kwik-Seal is packaged better now, too. New polyethylene tubes 
stay fresh and fat even when handled. Spout can be clipped to adjust 
bead to desired size for fast application. And the brand new “picture” 
display case boosts sales because it illustrates many Kwik-Seal uses. 
Sells 10 bright 6 oz. tubes from less than one square foot of your 
counter space. 


Like all DAP quality products, DAP Kwik-Seal is nationally adver- 
tised to MILLIONS the year round. That means you get pre-sold pros- 
pects who'll want Kwik-Seal for pointing or resetting porcelain, plastic, 
metal or ceramic tiles as well as for tub and sink sealing jobs. You'll 
build repeat business, too, because Kwik-Seal really performs. Adheres 
to glass, wood, metal and most other surfaces — sets to a firm rubbery 
consistency and won’t crack or pull away. 











Start selling Kwik-Seal now. Call your DAP wholesaler to order. While DAP inc., General Offices: Dayton 31, Ohio 
you're talking to him, ask about the full profits you make when you Sustain ar Detain Ohio +. ened Virginia 


sell the full DAP line — and about the complete DAP promotion pro- «+ Chicago, Illinois * Dallas, Texas * Decatur, 
gram for DAP dealers. Georgia * Melrose, Massachusetts Richmond, 
California * Tampa, Florida * Xenia, Ohio 


aod ba cae ll than 
Write today for Nationally advertised to millions in: 


catalog and The Saturday Evening Post ¢ Mechanix Illustrated 
. Popular Mechanics ¢ Sunset © The Family Handyman 
details of dealer Home Maintenance & Improvement 


program. 
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Hardware Store Business 


HOUSEHOLD INSULATION 


VERSATILE ALi-PURPOSE 


COMTROL MEAT 
STOP ORAPTS 
ABSORE NOISE 


Household Insulation Dispenser 

A colorful dispenser-display rack holds 
a 100’ roll of Fiberglas household insu- 
lation. The all-metal rack permits a re- 
tailer to roll, measure and cut insulation 
in one simple operation. The retailer’s 
$9.50 rack cost is recovered when he 
sells a 50’ roll of insulation given him 
as a bonus with his purchase of the 
rack and two rolls of the 24” wide x 1” 
thick insulation. 

The rack requires four square feet of 
floor space. Owens-Corning Fiberglas 
Corp., Dept. BMM, Toledo 1, Ohio. 

Circle No. 240 on Handy Cover Card 
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Hardware Selector Display 

_ An eye-catching Hardware Selector 
display is especially designed to attract 
the home improvement buyer. It is avail- 
able free of charge to dealers. 

A typical assortment shown in photo- 
graph above lets a do-it-yourselfer see at 
a glance Security’s highly-styled replace- 
ment hardware. All items on the unit 
will interchange with over 90% of the 
hardware accessories now in use, says 
maker. Security Storm Lock & Hardware 
Corp., Dept. BMM, 1515 Hart Place, 
Brooklyn 24, N. Y. 


Circle No. 241 on Handy Cover Card 


72 


Building 
Materials 


MERCHANDISER 


New Sales Aids 


USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 


Promotes Duratite Glue 


DAP, Inc. is offering a new merchan- 
diser free with an opening order of 
Duratite White Glue, Household Cement, 
Contact Cement, Liquid Solder and Por- 
celain Glaze. Retail value, including a 
free bonus supply of the glue, is $47.76. 
Dealer pays $25.85 and makes a profit 
of $21.91. 

The new, one-piece display, including 
back-up stock, sets up in minutes. Takes 
only two square feet of counter space. 
For complete information, write DAP, 
Inc., Dept. BMM, Dayton 31, Ohio. 

Circle No. 242 on Handy Cover Card 


Porter-Cable = 
POWER WORK SHOP evs 


+Rower * Sander * Power Plane eve 


Snapper * Scrot Saw 


1 MOTOR POWERS § TOOLS 


Power Tool Workshop Display 


A compact window and counter dis- 
play promotes the advantages of Porter- 
Cable’s new No. 155 router and its four 
attachments: a finishing sander, scroll 
saw, power plane and shaper table. 

The eye-catching 30” x 30” x 11” dis- 
play with wood-grain base and light 
green background has red trim with black 
lettering. It is available to dealers at a 
cost of $3.95. Write to Porter-Cable Ma- 
chine Co., Dept. BMM, 700 Marcellus 
St., Syracuse 1, N. Y. 

Circle No. 243 on Handy Cover Card 


Multi-Use Turntable Racks 


Two new turntable merchandisers for 
Towne Hardware of Elegance line are 
constructed of 8 board mounts, 4 to a 
side. The 8 board mounts are available 
without the turntable, singly or in com- 
bination, plus a 9th board drilled to 
mount any part of the line. 

Each panel also may be displayed on 
a counter by means of an easel back or 
wall hung. Each board mount is free with 
purchase of hardware mounted on it. 
The Yale & Towne Mfg. Co., Dept. 
BMM, 144 E. 44th St., New York 17, 

Circle No. 244 on Handy Cover Card 
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rire FOR ANY CHALK UNE Reg, 
é peta HIGHEST Quaury CHALK 
GOOD sharp UNE-THay STAYS 


Chalk Refills Merchandiser 


New no-spill chalk refills are said to 
contain the finest chalk and are ideal for 
refilling all types of chalk line reels. 
Plastic tube has self-pouring top which 
fits all chalkers and makes filling a 
clean, quick operation. 

One dozen refills are packaged in a 
new merchandiser designed for use on a 
counter, on a wall or on_ perforated 
hardboard. Chalk colors available in- 
clude white, blue, red or assorted. King 
Cotton Cordage, Dept. BMM, 105 Duane 


St., New York 8, N. Y. 
Circle No. 245 on Handy Cover Card 
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Publish First Mineral Wool 
Insulation Standard 


New YorK—A _ new _ standard, 
first ever written for mineral wool 
insulation, details physical require- 
ments of the material. It specifies tol- 
erances for vapor permeance of fac- 
ings, dimensions, resistance to mold 
and decay, thermal performance and 
fire resistance. Test methods are in- 
cluded. 


Published by the National Mineral 
Wool Insulation Association, the stand- 
ard defines three thermal perform- 
ance (R) categories for homes in both 
‘U’ values and installed resistance units 
or product designations (see below). 
In addition, it prescribes an optional 
ceiling ‘U’ value of 0.04 for special 
situations where more insulation is 
deemed necessary (product designation 
R-24). 


NMWIA’s standard requires min- 
eral wool batts and blankets to be 
packaged in containers marked with 
installed resistance values for recom- 
mended applications for specified heat 
flow directions. Packages of blowing 
wool insulation must also be marked 
with installed densities, thicknesses and 
corresponding coverages per bag 
needed to meet ceiling and wall re- 
sistance. 


Section : Product desig- 


Requirements } 
value nation 


ceiling 0.05 R-19 


uality home 
° wall & floor 0.07 


Moderate comfort ceiling 0.07 
wall & floor 0.09 


Minimum home ceiling 0.10 
0.11 


wall & floor 
Either the abbreviated or complete stand- 


ard may be obtained from NMWIA, 1270 
Sixth Ave., New York 20. 





POSE FOR PROFIT. The Kordite Com- 
pany’s just completed merchandising 
program to combat polyethylene sheeting 
price fluctuations and reawaken distrib- 
utor-dealer interest, enabled distributors 
who bought at least 250,000 square 
feet of the sheeting to qualify for a 
portrait from Gentry Galleries, Ltd., New 
York. NRLDA president, Paul V. DeVille, 
right, DeVille Lumber Co., Canton, Ohio, 
received a $100 portrait from Kordite 
product manager, Joseph Karl. 
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MEN /n the news 


e Robert J. Weston, general man- 
ager of Bellwood Co. of California, 
has also been named vice-president of 
the Packard Bell Electronics Corp. 
division in Los Angeles. 


e@ John A. Bell has been named 
hardwoods merchandising manager by 
United States Plywood Corp. 


¢ Donald G. Miller, sales manager, 
has been named general manager of 
Thompson Building Supplies, Cham- 
paign, Ill. He succeeds David W. 
Squires who remains as vice-president, 
but who will confine his activities to 
Lu-Re-Co package home, contractor, 
institutional and commercial job sales 
planning. As general manager of the 
new Thompson subsidiary, Guideways, 
Inc., Squires will maintain offices 
there. 

Robert Boyd has become manager 
of Lu-Re-Co package home sales at 
Thompson’s. Wayne Broeren will serve 
as contractor sales representative and 
Kermit Hartman, formerly head of 
Hartman Kitchens, will be in charge of 
Thompson kitchen cabinet and appli- 
ance sales. 


@ Dealer Gerald M. Fitzgerald, West- 
field, Mass., has been elected president 
of BMD Co-operative, Inc., Spring- 
field wholesalers. 


e Jack Greene has been elected pres- 
ident, Security Storm Lock & Hard- 
ware Corp., Brooklyn. Jack M. Jaffe 
continues as sales manager. 


e Bruce Andrews has been named 
to the newly-created post of merchan- 
dising manager by Security Aluminum 
Co., Detroit. He formerly was sales 
promotion manager of Stran-Steel 
Corp. 


e John C. Hilker, Jr., vice-president, 
Charles Hilker & Sons, Ft. Wayne 
lumber and building materials dealer, 
has been elected president of the Indi- 
ana Lumber and Builders’ Supply As- 
sociation succeeding Rawl V. Ransom 
of Frankfort. 


* Robert A. L. Ellis has been ap- 
pointed executive assistant to the mar- 
keting manager, Long-Bell Div., In- 
ternational Paper Co., Kansas City, 
Mo. 


Deaths 


* William Daniel Martin, president of 
aes Millwork Co., Raleigh, 


¢ John Jacob Bell, Jr., owner of Bell 
Lumber Co., Brooksville, Fla. 





ee 
Give your houses 


new sales appeal 
with the 


ELECTRONIC 
MAGIC 


of amazing new 


AIRSWEEP™ 


ELECTRONIC RANGE HOOD 


THE MOST FASULOUS appliance ever de- 
veloped for kitchens, Airsweep is a potent 
new sales clincher! 

IRRESISTIBLE SALES APPEAL! Airsweep 
gives home owners two astounding advan- 
tages (1) Traps smoke, cooking odors, 
pollen, and kills bacteria electronically. No 
filters to replace, no ozone bulbs. (2) 
Makes kitchen air healthier, zestful! Air- 
sweep adds miracle negative ions to the 
air it purifies—which scientists find com- 
bats hay fever, asthma, colds, headaches, 
blood pressure, drowsiness, and fatigue. 
Also adds zest! A boon to housewives! 

A MONEY-SAVER, TOO. Saves cost of out- 
side vents, ducts, special wiring. Saves 
cabinet space. 

GIVES FLEXIBILITY to kitchen planning— 
locate range anywhere. 

EASY INSTALLATION. Mounts in minutes 
on wall or under cabinet with just four 
screws, connects to standard household 
current. 

AIRSWEEP is the newest of a complete 
line of 42 range hoods, 15 exhaust fans, 
by Progress. Distributors in every area. 


AIRSWEEP™ 


ELECTRONIC RANGE HOOD 
\ 


Poroouct OF PROGRESS MANUFACTURING 
CO., INC., PHILADELPHIA 34, PENNA. WORLD'S 
LARGEST MANUFACTURER OF RESIDENTIAL LIGHT- 
ING AND RELATED ELECTRICAL PRODUCTS. 


GET DATA ON AIRSWEEP, the big news in range 
hoods, and the complete Progress line. 


PROGRESS MFG. CO.. INC., Phila. 34, Pa. 


Send information on the complete line of Pro- 
gress Range Hoods and Exhaust Fans plus name 
of nearby distributor to: 


Name 
Firm 
Address 
City Zone State 


ee 
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Building 
Materials 


MERCHANDISER 


How’ = Business? 


Building Prnithaits Dealer dian pistiis 


Marketing Regions (see map on page 23) 


Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middle South East North East South West North West Seuth Meuntain Pacific 


Atlantic Atlantic Atlantic Central Central Central Central 


Sales: December ‘60 vs. : é 
December ‘59 ...... wee 10% . — 2% 
Sales: 12 months ‘60 vs. . 
12 months °59 .. ‘ + 8% + 6% 5% —10% 
Accounts receivable : 
December 31, ‘60 vs. , ; 
December 31, ‘59 . _ — 2% + 2% — 1% —10% — 5% 
Inventory: December 31, ° 4 . 4 : ? 
a. December 31, ° — 6% — 5% + 4% — 2% — 3% + 2% = 5% — 5% —10% 
Next quarter's sales 
estimate wees ——15% — 8% + 5% ) C 
December weather i Fair Fair Fair Fair 


— 8% —12% — 2% —10% —15% —12% 
—15% —15% % —18% —15% 


—10% — 4% — 8% — 8% 


— 5% —10% —10% —10% —12% —15% 
Bad Fair Bad Fair 


A sharp 15% increase in residential construction was noted last 
November over the same 1959 month. Chief factor in the hous- 
ing gain was a steep increase in apartment building contracts, 
according to the F. W. Dodge Corp. However, starts of single 
family homes was 9% below November, 1959. 


Lumber manufacturers tried to adjust mill production schedules 
to the slowdown in home building, the “Lumber Survey Com- 
mittee reported. However, they “achieved only moderate suc- 
cess.”"Once again the nation’s lumber output outran incoming 


order volume during 1960's third quarter, the group said. 
Weekly average of west coast lumber production during No- 
vember was 79.8% of the 1955-59 average, it was noted. Pro- 
duction averaged 130.7 million board feet, orders 133.1 million 
and shipments 130.8 million. Unfilled orders stood at 444.3 
million board feet November 30, 

Net inflow of savings into savings and loan associations con- 
tinued at high levels for the first 11 months of 1960, the U. S. 
Savings & Loan League reported. Its members attracted $6.3 
billion in new savings, up 14% from 1959. 
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i's easy to prepare effective advertisements 
with ADservice mats 


Simplify the job of preparing your ad- 
vertising with easy-to-use A Dservice ad 
mats. Anyone can turn out advertise- 
ments that bring in business, quickly 
and easily with amazingly low-cost 
ADservice ad mats. 

ADservice offers you persuasive copy, 
top-quality illustrations and attractive 
layouts custom-designed by profession- 
als who specialize in lumber dealer ad- 
vertising. 

Used for years by hundreds of the 
best-known, most profitable lumber- 
yards because — 


¢ ADservice makes it easy to prepare effective 
lumber dealer ads. 

e ADservice will cut the time it takes you to 
prepare an advertisement. 
ADservice makes it simple to prepare any 
size ad. 


ADservice offers you hundreds of top-quality 
illustrations for your ads. 


ADservice supplies professional layouts for 
your advertisements. 

ADservice gives you fresh copy for ads that 
is convincing and action-provoking. 


For complete details write today for FREE 
ADservice catalog. Available only from — 


BUILDING MATERIALS MERCHANDISER 


59 EAST MONROE STREET * CHICAGO 3, ILLINOIS 
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“Now available in | 
QUANTITY... 
GOLD PLY 


PLYWOOD 


a 


\NG 
on Gp 


Cy Whi * 
c( a 
wie 


Peon at < 


PICKERING 


LUMBER CORPORATION 
Manufacturers Of Quality Forest Products 
Phone: (Sonora) JEfferson 2-7141 
(Tuolumne) WAlnut 8-4213 


TWX: SNRA 116-U 
Mills: Standard, Calif., and Tuolumne, Calif. 
Member Douglas Fir Plywood Assn. and Western Pine Assn. 
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How an Ancient Chinese Custom 
Inspired the World’s Best 
Clear Wood Finish 


TUNG OIL, pressed from the nut of the tung tree, 
was used to waterproof Chinese ships as long ago 
as the 14th century. 

A thin, transparent oil, it penetrates deep into the wood 
pores, forming an almost permanent seal against moisture 
because it retains its elasticity. 

Using specially-processed tung oil, WATERLOX carries 
the resins and driers into the hardest maple or oak...so that 
sealer and finish coats practically become a part of the wood. 


WATERLOX dries into a beautiful, armor-like surface 
(either satin or gloss) that never needs waxing, yet resists 
moisture, heat (even boiling water), alcoholic beverages. 


Closest to a permanent clear wood finish for over 26 years, 
WATERLOX beautifies floors, paneling, furniture, cabinets, 
doors, Easy to apply. 


Write for Free Sample 

Attach this ad to your letterhead for a free one-pint 
sample of Waterlox Transparent, free 7” x 8” 
sample of Waterloxed maple flooring, free 16-page 
booklet “Natural Wood Finishes with Waterlox”. 


WATERLOX DIVISION 


THE EMPIRE VARNISH CO. 
2638 East 76th STREET, CLEVELAND 4, OHIO 
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MULTIPLEX Display Panels 
make your selling job easier 


You can display panelling, wallboard, siding, trim, flooring, etec., 
on Multiplex Swinging-wing Panels. Items should be properly 
identified as to sizes, prices, practical uses, etc. 

Our catalog has complete information on how-to-use-Multiplex— 
plus construction features, prices, etc. Mail the coupon for your 
copy today. 


UITIPLEX disay Fst co: 
Dept. E, Warne & Carter St. Louis 7, Missouri - 
j 


lease Send me literature on your Display Equipment 
NAME ..... 
°OMPANY 
ADDRESS 
CITY AND STATE 


So eee eee ee ee ee ee ee ee ee ee ee ee ee ee oe oe 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 


1 Time—30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
chargs. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe St., Chicago 3, II! 
Phone Fi 6-7788 





HELP WANTED 








Are You Management Material?—Expanding 
retail lumber and millwork firm in New Jer- 
sey is looking for you if you can qualify for 
Assistant Manager’s positions. Prefer men 
living in New Jersey or Eastern Pennsylvan- 
ia. Write Box 0-33 Building Materials Mer- 
chandiser stating fully why you think you 
should be considered for a well paid position 
in a large volume yard with wonderful op- 
portunities for advancement. 





Northern Indiana yard needs experienced 
aggressive man able to assume responsibility 
in sales and management of retail yard with 
large volume retail sales and component con- 
struction organization with land develop- 
ment. Salary commensurate with ability, to 
be determined in personal interview. Address 
Box 0-23 American Lumberman & Building 
Products Merchandiser. 





HELP WANTED 








MISCELLANEOUS FOR SALE 





RETAIL YARD MANAGERS 

Are you an industrial arts instructor, a 
general contractor or carpenter? Or are you 
employed as a retail lumber yard manager 
or assistant and unhappy with what you see 
in the future? If so, and if you are willing 
to trade unlimited opportunities in a young, 
fast growing chain for your ability to ac- 
cept and discharge responsibilities, then we 
may be looking for you here in Northeastern 
Ohio. Address Box’ 0-36 Building Materials 
Merchandiser. 





SITUATION WANTED 





Buyer—Sales Executive 
Competent, er lumberman, widely 
diversified background Thorough knowledge 
of, and wide acquaintance in, lumber and 
building material industry. Address Box 
0-30 Building Materials Merchandiser. 





Lumber Yard Manager Available 
Progressive, ten years experience.. Full 
knowledge of package selling. Address Box 
0-37 Building Materials Merchandiser. 





SALES REPRESENTATIVE 
WANTED 











Expanding distributor of millwork, lumber 
and building materials needs experienced a¢- 
gressive salesman to cover Northern Indiana 
and Southern Michigan. Salary plus commis- 
sion. Address Box 0-24 American Lumber- 
man & Building Products Merchandiser. 





BUSINESS WANTED 








WANT TO BUY—Small to medium retail 
lumber yard in Southwestern or Western 
OHIO. Address Box 0-28 American Luniber- 
man & Building Products Merchandiser. 





BUSINESS FOR SALE 











EXCELLENT BUSINESS INVESTMENT 
Plant and Inventory—well located lumber 
yard. Serves five North-western counties of 
Colorado. Excellent annual volume. Priced 
for quick sale. Address Box 0-31 Building 
Materials Merchandiser. 





RAILS WANTED 








RAILS: New and Relaying. Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock. 
M. K. FRANK, 480 Lexington Ave., New 
York 17. 400 Park Bldg., Pittsburgh 22, Pa. 


CARPENTERS APRONS 
Write for prices and information 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 


Minneapolis 1, Minn. 





FOR SALE 
One Complete 8 foot band Mill—Powered 
with 250 H. P. Steam plant. Call or Wire 
Collect 
KNOKE — COMPANY 
Regent 3-448: 
311 NORTH LINWOOD AVENUE 
APPLETON, WISCONSIN 





For Sale for Pennies! 

2 cars 4’ Oak stacking sticks 4¢ 

2 cars 6’ Oak stacking sticks 

2 cars 5’ Oak stacking sticks 

2 cars 8’ Oak stacking sticks 6 

Please phone or wire your order 
Gaiennie Lumber, Shreveport, La. 





Ponderosa Pine de Mexico 

Save n 00 per car on Soft Textured C & 
Btr 4/4 S4S P. P. Surfaced and 
en “to U.S. Standards. Ship open 
account. Write American Rep., P. O. Box 88, 
Fort Worth, Texas. 





Housing Task Forces 

WASHINGTON—To blueprint long 
range housing policy, President-elect 
Kennedy has set up a five-man task 
force headed by Joseph F. McMurray, 
former staff director of the Senate 
Housing Subcommittee who at present 
is president of Queensboro Community 
College of New York. 

Another task force under Paul 
Samuelson of MIT has been charged 
with the responsibility of coming up 
with antu-recession proposals. It has 
been specifically asked to determine 
whether emergency housing legislation 
would help perk up the economy. 

A revival of the so-called “Program 
Ten” under which Fannie Mae two 
years ago pumped $1 billion of govern- 
ment money into the mortgage market 
may be forthcoming. 





syle a 
‘sata lale cys 


ALWAYS SELL GENUINE 


SCREW ANCHORS and JACK NUTS, 


Write for Free Literature 


MOLLY CORP., Reading, Pa. 


Up t,o 4ayta 
"i re af sesegye tpeteglrgke i 
V4 ‘/, ELL, HME Lill 
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Phifer inne Nails in Job-Pac Cans make nice ‘shelf 
hardware — never scatter on floor or counter. They simplify 
figuring and assure that every nail will arrive at the job 
site. All of the extensive Phifer line of Aluminum Nails 
(except common, trim and oval heed trailer nails) ore 
— in pull string ““Job-Pac’’ — 30 to a master carton. 


All nails in 25- and 50-ib. cartons 


/ PHIFER WIRE PRODUCTS | 


POST OFFICE BOX 9007, TUSCALOOSA, ALABAMA 
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ADVERTISERS’ 


INDEX 





Alsynite, Inc. 
American Hardboard Assn. 
Armstrong Cork Co. 


Barclay Mfg. Co., Inc. 
Beverly Mfg. Co. 


Chevrolet Div. of General Motors .... 
Colorado Fuel and Iron Corp., 

The 
Columbia Mills, Inc., 
Concord Woodworking Co. 
Continental Steel Corp. 


Dierks Forests, Inc. 
Durham Co., Donald 
Dur-O-waL Div., 

Cedar Rapids Block Co. 


Evans Products Co. 


Graham & Co., Inc., John H. 


Hager & Sons Hinge Mfg. Co., C. ........ 
Hastings Aluminum Products, Inc. ... 
Hertz Truck Lease Service 

Homasote Company 

Hydro-Air Engineering, Inc. 


Kennatrack Corp., 

Sub. of Ekco Proticts Os... 
Keystone Steel & Wire Co. 
King Cotton Cordage 
Knape & Vogt Mfg. Co. . 


Larson Co., Chas. O. 
Lowe Brothers Co., 


Macklanburg-Duncan Co. 
Mack Trucks, Inc. 

Major Industries, Inc. 

Marlite Div. of Masonite Corp. 
Milwaukee Stamping Co. 
Molly Corporation 

Multiplex Display Fixture Co. 


Phifer Wire Products 
Pickering Lbr. Corp. ; 
Progress Mfg. Co., Ine. 


Republic Steel Corp., 
Truscon Div. 
Ridge Tool Co., The 


Smith & Son, Inc., Seymour .... 
Southwest Forest Industries, Inc 


Warp Brothers 
Waterlox Division, 
The Empire Varnish Co. 


Wood Company, John 

Wood Conversion Co. 

Wood Preserving Div., 
International Paper Co. 


Yuba Power Products, Inc. 


Zonolite Company 








12-PAGE 
TRUSS 


REPRINT 


Now available is a special 12- 
page reprint discussing all phases 
of truss fabrication for residen- 
tial construction. 


Titled Making Makes 
Sense,” this reprint is the most 


“Truss 


complete, most up-to-date job of 
reporting available on the sub- 
ject. 


Single copies 25¢ 
Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


BUILDING MATERIALS Merchandiser 
59 E. Monroe St., 
Chicago 3, IIl. 



































F DIS POOR 


This neat folding, narrow profile fabric door has so many 
builder and consumer features no dealer can overlook 


its sales potential. 


Builders appreciate its ease of installation—only seconds 
per door, no hanging, painting, hardware. 


Consumers like its good looks, its space saver qualities, 
washability, portability. It’s fire resistant, reversible 
and available in many lovely colors. 


For complete details see your distributor or write: 


THE COLUMBIA MILLS, INC. 
SYRACUSE 1, NEW YORK 


368 S. WARREN STREET ® 


SELLS by 
demonstration 
of design 

and quality! 
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Now you can get matchless Kenna- 
track hardware factory-fitted to top- 
grade folding doors. Kennatrack 
units are completely assembled, in one 
package, ready for instant mounting. 
Your choice of famous Kennatrack 
Series 4400 or 1300 hardware; ma- 
hogany, white pine, birch, pre-finished 
birch and oak. Units are available 


panel-louvered styles. Each unit 


in flush, louvered and raised 


1S 


competitively priced. Each unit in- 
stalls instantly. Each unit, because it’s 
Kennatrack, will last a housetime. 


Available now from your Kennatrack jobber! 


OUT OF THE BOX 
AND INTO THE 


NNATRACK™ 
NNATRACK 


3933 E. Jackson Bivd. 


® 
A Subsidiary of Products C 


Elkhart 6, Ind. ” 


my 
°. 


In Canada, Kennatrack Division, 


Ekco Products Co. (Canada) Limited, 
Scarborough, Ontario 
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How to Double Net Profits in ‘61 


BY ART HOOD 





UTE 


UNS 


TUTTE 


(Written especially for Building Materials Merchandiser) 


If your year end statement shows that you earned a net profit 
of less than 10% on your investment before income taxes in 
1960, here are ten management steps which should enable you 
to double your profits in the coming year. 


I. Establish Optimum and Compensatory Pricing 

Optimum pricing is establishing the maximum price 
obtainable item by item which will make satisfied cus- 
tomers and bring them back again and again for more. 
Compensatory prices are geared to the extent of services 
wanted by the various types of customers. 

This will require six levels of pricing, three of which 
must be approved by the executive before quoting and 
three which may be in the form of a printed list: 

Level 1. A realistic price for large volume highly com- 
petitive sales. A floor should be established that will pre- 
vent materials leaving the yard at less than the cost of the 
service rendered. 

Level 2. A price for a controlled quantity sale such as 
a single house bill. 

Level 3. A higher price for a sizeable order but some- 
thing less than a house bill. 

Level 4. A still higher price for the piece buyer and 
very small quantity order. 

Level 5. A package price for engineered buildings, 
components and other end-use packages sold as a package 
without labor. 

Level 6. A package price for end-use packages includ- 
ing both labor and material where you take responsibility 
for the complete job. 

Levels 1, 5 and 6 require executive pricing. Levels 2, 
3, and 4 are list prices. List prices should be established 
to average out 8% net profit on sales before income taxes. 
Prices at levels 5 and 6 should average out a net of 16%, 
and prices at level 1 should bring a minimum of 2% net. 
II. Set a net profit goal before income taxes in dollars 
for the coming year and establish the right sales mix to 
achieve it. 

It is suggested that you consider budgeting your sales 
and profit volume along these lines: 

1/3 of the annual sales volume and 1/10th of the net 
profit goal to come from highly competitive contractor 
sales. 

1/3 of the annual sales volume and 40% of the net 
profit goal to “list” price sales and controlled sales to 
contractors. 

1/3 of the annual sales volume and 50% of the net 
profit goal to sales described at price levels 5 and 6 above. 

Local conditions may indicate a variation to this sales 
mix approach but the principle should be established. 

Ill. Strive to make your financial ratios, administration 
costs, and materials handling expenses equal or better than 
industry norms. 

But let your advertising and sales expenses seek their most 
profitable level. Dealers making the best net profit 
today are finding their sales expenses considerably above 
industry norms because of the higher cost of consumer 
sales, controlled sales and package sales. 

IV. Sell “for” contractors primarily, to and “with” 
them secondly. Become the best customer of local car- 
penter-contractors by selling their services for them at a 
good profit to them. Control all sales where construction 


ART HOOD, con- 
sultant to Building 
Materials Merchan- 
diser, has conduc- 
ted 97 management 
workshops for deal- 
ers and is director 
of the Building In- 
dustries Marketing 
Institute at Purdue 
University. “The 
Best of Art Hood” 
will appear regular- 
ly in this magazine. 


labor is required by wrapping up the labor with the 
materials in an end-use package price, then quote on an 
easy payment basis. 

V. Establish a Home Planning and Improvement Center 
in: your store, staffed by a salesman familiar with 
construction problems. Floor salesmen should qualify each 
store merchandise customer by asking “would you like to 
see one of our Home Improvement Plan Books” and then 
take the customer to the center and introduce him to the 
construction salesmen. 

VI. Intensively promote monthly payment and revolving 
credit selling. Advertise five to seven “ways to pay at 
Blanks”. You will find that a minimum of 15% in monthly 
payment home improvement sales is required for maximum 
net profits. Use the line “We arrange and pay your labor 
for you as well as supply the necessary materials” in your 
advertising. 

VII. After any account is 30 days past due, add a carry- 
ing charge of 112% per month to the account and con- 
tinue it monthly as long as there are any past due balances. 
Policy reasons may dictate rare adjustments but this charge 
will add an average profit of 4% of 1% on a typical dealer’s 
entire sales volume. 

VII. Allocate and invest 3% of your next year’s quota 
for (a) cash sales; (b) monthly payment sales; (c) end-use 
package sales; and (d) all sales except contractor sales, 
in an advertising program paced to seasonal sales per- 
centages. 

Such an investment should assure a continuous supply of 

live prospects to your sales organization. 
IX. Est>blish incentive compensation plans for all sales 
people and make the whole organization a selling organ- 
ization. Non-selling personnel should be given a bonus of 
1% for leads that result in sales. 

Selling personnel should have compensation related to 
the gross profit on their sales. 

A straight salary is nowhere near as productive of a 
net profit as a well thought out incentive compensation plan. 
X. Assure that both your management and your sales- 
men have adequate training for the job. Professional 
training is available. Proper training will increase an un- 
trained salesman’s performance by 30%—but this per- 
centage of increase is seldom attained unless management 
is professionally trained. 

af * % us Bo tk 

To get sustained satisfactory profits under today's con- 
ditions, all ten of the above steps must be taken. 

Making a net profit under the free enterprise system is 
seldom easy. Like a victorious war it must be won on all 


fronts. 
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every builder cut his building costs— . 53 54 5! 
regardless of the size of his operation. Each time he cuts his costs 66 67 68 
he increases the number of potential prospects. Whenever he can * 79 80 81 
cut his down payment, still more people become prospects. ‘ A: find h 
Starting this month all Homasote representatives and dealers a © 118 119 12¢ 
are pinpointing their sales efforts—pushing one particular , 131 132 13: 
Homasote Product or Application each month. For January, the Y * 144 145 146 
product is Grooved Vertical Siding; for February it is %” Homa- rc M * 157 158 159 
sote for Sub-Flooring. Throughout January and February, these be 2 mp & _ 170 171 172 
two particular Homasote Products are being advertised in House j ° 183 184 185 
& Garden, House Beautiful, Living for Young Homemakers, — 5. ° ‘ 
Popular Mechanics and Maclean’s Magazine. ro KS i _ New Pro 
And now —for the Building Materials Dealer—we have discovered + ; and Liter 
the one new, graphic, vivid advertising medium. What you see pic- 32 “ot ‘ 
tured above is a 3-color NUTSHELL CARD measuring 3” x 6”. TO WIDEN YOUR MARKET...get the full facts 201 202 203 
Introduced in October, this is already a tested sales dl , * 214 215 21¢ 
; “ 1 . : about Vacation and Small Homes, Farm and 
Display Nutshell Cards on your counter! Mail them out with Utility Buildings constructed by the new Versi- , 227 228 229 
your statements! truss-Panel System. Also—ask about Homasote’s 240 241 242 
If you are not already using these Nutshell Cards, get started Vacation and Small Home Financing Plan. + 253 254 255 
now! The results will surprise you—as they have already sur- ' 
prised every member of our ogranization. Contact your whole- As always —Homasote sells the Building Field , 
saler or your Homasote representative or write us direct— solely through the Building Materials Dealer Name __ 
Department A-6. ° 
: 7 ' Company 
HOMAS OTE company ae > 
TRENTON 3, NEW JERSEY . Address 
Homasote of Canada, Ltd. © 224 Merton Street ® Toronto 7, Ontario ‘ City 


Circle No. 43 on Handy Cover Card 
Dealer _ 








This card good until April 15, 1961 
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171 172 173 174 175 176 177 178 179 180 181 
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gilea*s iu ph PACKAGED TORM Cc 
wee| = & O America’s A COMPLETE KITS FOR DOORS AND WINDOWS 
“soiy mM. ~ Fastest Selling , 
wise ah * | Storm Window Kit ms 
Zi < — 
zesi5 = © (aq) _~\ 8 —~ | Siffyht 
< ¢) y * ne 
aei/8= 9) | oly Hane® (43) 1 Sit Fane oy 4 Oe 
> wo i. 
36” x 72" Plastic # Two Full Size Storm Windows Reaty 06 Rak Qe i 1. 3 
= 2 < ' Sheet. - in Each Kit. a a a - DI 
aQ 4 18’ Fibre Molding. | {Orne ot sos 17 
— Package of Nails. # } 5 ee | i pl 
= One full size Storm J ~ ; IR sro 0OOE es i * pe 
ca window, packed © 2 Sheets Plastic—72” x 36” i a 3. Pz 
| | ineach colorful box. # 36 Feet Fibre Molding. i C x ¥ Rey Oe hore agnat i Indivi¢ 
te gg 4 hese a vo Plastic Envel i Package of Nails. Packed OA to - ready | 
ackaged in Snappy 3 Color Plastic Enve mee Attractive Counter Merchandiser. a Hanc 
4 The 
Pat Sint “ 
| Matting? § FAST 
a oo RIBBED MATTING — FLOOR RUNNER § SELLING » Litt 
on = * 
$56 1 PLAST-O-MAT cit: Vinyi-Mat 
VZO q on HEAVY WEIGHT —[ Rist at : Tronsporent = 
> < ‘ \\N 30” wide 60” long. = L Re-Useable Siz 
ae VY 1 \\ Sells on Sight -gtameec 1 Economical «= 
raid rt I2in display $149 | Jae i i Sar 
a VY 30” YQ Nes Selt Service EB Y i Qft.x 12 ft. Ind 
wide SS vmurr weicur (MEA | Red, Green 7 25 & 50 Ft Rots - 
UrHLITY WEIGHT | oem Viny Pasi a oe 
q II 3D Merchandiser 27” eye Beige, loos y Warp’s original heavyweight plastic Util 
py we wide. Compettively priced. (SBN | Black, White, Floor Runner H cover. individually boxed. Packed 1 9x 
TLengths Transparent Per roll 69¢ Hie? i g  oozen in colorful display carton. 24 i 





WATER-PROOF + ROT-PROOF + ACID-PROOF 


MOISTURE-PROOF 


CLEAR 


SUN-RESISTANT 
BLACK 


UP TO 32 
SEAMLESS 


Warp,s COVERALL" Branded on the edge 


If Material Will Be Exposed to Sunlight for Any Length 


a ig Reliable Jobbers Ev 


WARP’S 5% 
p DISPLAY 7mm 
RACK = 
WM 600° Sma 
ee, 


ale 


MATERIALS 


~ Other Warp Window Materia 
") are SCRIM-GLASS, VINYL-PA 
WINDOW-FABRIC 





storm (7 9¢) 

DOOR KIT <—~ 

1. 36” x 84” weather- 
proof kraft with 
12” x 12” clear 
plastic window. 

2. 21’ Fibre molding. 

3. Package of Nails. 

Individually wrapped, 

ready to sell. Packed 12 to 

a Handy Dispenser Carton. 


Sheet 
and 60’ Specia 
Double Face Tapé 
Packed 6 in attractive counte 






MARK-UP 


RODUCTS 


New type of transparent 
plastic wrap—preserves 


Same weight as 9x12 
Individually boxed 

2 Doz. Counter Display 
Competitively Priced 
Utility Weight 

9x 12 Drop Cloth 

24 if Carton 54¢ 





food, protects household 
articles from harmful dust, 
dirt and moisture. 

Comes in convenient 12” rolls, 
100 ft. long in a Dispensing Con- 
tainer. Packed 2 doz. to display 
carton. 





OME & INDUSTRY 
ROOF 





Pre-Cut Round 


The Original Polyethylene Silage Covers 


4 Gauge Heavy Duty 

Black Coverall ‘ 15 
Individually boxed 4 = 
and packed 3 to 


a shipper. 


5 Sizes 





4 
r Any Length of Time, Use BLACK COVERALL J 


Everywhere 


